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Rough Proofs 


“The household washer,” says the 
Lovell Mfg. Company, “offers all dis- 
tributing factors something to sink 
their teeth into right now.” 

But suppose they don’t like the 
taste of soap-suds? 


~ FF 


The technocrats may not have 
solved all the problems of the ma- 
chine age, but when it comes to get- 
ting publicity, they seem to have very 
little left to learn. 
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Now that they are discussing the 
ten most beautiful words in the 
language, why not give some consid- 
eration to the melodious syllables of 
“contract”? 

>, FF F 


One classical allusion in which 
Samuel Insull will hereafter place 
very little credence is, “Beware of 
the Greeks bearing gifts.” 
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Although the new Humidiguide of 
the Taylor Instrument Companies is 
proving unusually popular, it is as- 
serted on good authority that this 
has nothing to do with the approach- 
ing humidification promised by Con- 
gress. 

,. + = 


Chappel Bros.’ new product, Bird- 
E-Ration, is ironized and iodized. Af- 
tér a steady diet of that kind, every 
canary will be prepared to lick the 
cat and make him like it. 
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Advertising in Great Britain ac- 
counts for the expenditure of the im- 
pressive sum of $100,000,000 a year. 
Who said that Britain is the tight 
little isle? 
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According to the News, there are 


lage. Out-of-town tourists will be 
astonished to learn that they ever 
bother to eat down there. 
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The Hudson Super Six, which has 
been in retirement, is to be featured 
in the 1933 line. The jump from 
super to star proves that you can’t 
keep a good car down. 
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Cliquot Club is co-operating with 
charities by paying one cent for each 
bottle cap returned. This ought to 
supply a new and stimulating objec- 
tive to the conscientious drinkers. 
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A representative complains of the 
lack of interesting reading matter in 
the reception-rooms of advertising 
agencies. He’s been spoiled —he 
ought to sit around a few doctors’ 
Offices for a while. 
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A food products manufacturer has 
been using burlesque advertising 
copy successfully in the humor mag- 
azines. And on the other hand some 
other advertisers have been using 
burlesque copy without being fully 
aware of its humorous possibilities. 
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Earl Hadley says Rough Proofs’ 
Suggested slogan, “Your Front-Row 
Seat at Every Radio Show,” has been 
used already by most of the radio 
manufacturers. Such popularity must 
be deserved. 
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_This completes three years and 
156 columns. I hope I’m not boring 
you. 


Copy Cup. 


302 food outlets in Greenwich Vil- 


DEALERS’ SALES 
GOVERN CHRYSLER 
USE OF DAILIES 


“Proved Markets” Get Copy 
on New Models 


Detroit, Mich., Dec. 29.—“Chrysler 
engineers. have created for 1933 the 
finest cars ever to bear my name.” 

This commanding statement, set in 
headline, and signed by W. P. 
Chrysler, will announce the four 
“aristocrat” members of that dynamic 
manufacturer’s 1933 line, Jan. 7. A 
Six, Royal Eight, Imperial Eight 
and Custom Imperial will comprise 
the offering. 

More than 500 newspapers will 
carry announcement copy, which will 
support the Chrysler statement by 
tracing the engineering history of 
the line, and comparing to advantage 
the mechanical achievements of the 
new models with those of yesteryear. 

Although “price” will be subordi- 
nated to emphasis of mechanical 
quality, the theme of “new values for 
new times” will be strongly inter- 
woven in early copy. 

For the first time, Chrysler will 
offer an eight-cylinder car listing 
below $1,000. The Royal, a light 
eight, is the new member. 


Unique Method of Selection 


The system employed in choosing 
the more than 500 newspapers to be 
used in early 1933 forms an interest- 
ing sidelight on the campaign. In- 
stead of placing space in all or cer- 
tain papers within territories meet- 
ing a population requirement, news- 
papers will be used only in those 
centers having dealers wherein 75 
per cent or more of all new cars sold 
within the Chrysler price class have 
been Chryslers. Not population, but 
proved market, has been the guide, 
according to Lee Anderson, Inc., the 
Detroit agency in charge. 

Use of magazines during the intro- 
ductory period will include a four- 
color spread in the Saturday Evening 
Post, out Jan. 10, followed by spreads 
in Collier’s, Literary Digest, Time 
and the New Yorker. 

Monthly magazines, slated to be 
used first with February issues, are 
American Magazine, Good House- 
keeping, Fortune, Vogue, Vanity Fair, 
House & Garden, Harper’s Bazaar 
and Country Gentleman. 

Magazine copy will feature the 
“finest engineering” story, also. 

As a background for this theme, 
Chrysler recently has gone to great 
efforts to publicise the personnel of 
his engineering staff. Now, it is be 
lieved, a road has been paved for in- 
troduction of the “sixteen entirely 
new and important engineering 
features” of the 1933 line. 

The campaign to the trade will in- 
clude a front cover in Automotive 
Topics, and space in Automobile 
Trade Journal, Motor, Automotive 
Daily News and Southern Automotive 
Journal. In addition, a wide series 
of direct mail is already under way. 

In a pre-campaign statement Mr. 
Chrysler capitalized on a recent as- 
sertion of a rival, Henry Ford. 

“My friend, Henry Ford,” Mr. 
Chrysler recalled, “was recently 
quoted as saying in effect that if 
manufacturers wanted business 
today they would have to design cars 
that the public ‘just couldn’t help 
buying.’ That, I think, is what 
Chrysler engineers have done.” 


Marketing During the 
Business Recovery is 


Discussed by A.M.S. 


Dayton, Ohio, Dec. 28.—One of the 
principal problems of the future is to 
develop and expand in such a con- 
servative manner as to prevent the 
recurrence of such serious marketing 
situations as we have had since 
1929, L. D. H. Weld, director of re- 
search, McCann-Erickson, Inc., New 
York, and newly elected president of 
the American Marketing Society, told 
more than 200 members of that or- 
ganization and executives of na- 
tionally known companies who at- 
tended the second national confer- 
ence of the society held at the Na- 
tional Cash Register Company school 
house here yesterday and today. 

The twoday session was called by 
the A. M. S. to discuss “Marketing 
During Business Recovery.” Robert 
L. Lund, vice-president and general 
manager, Lambert Pharmacal Com- 
pany, St. Louis, and president of the 
National Association of Manufac- 
turers, served as general conference 
chairman. 

“Both producers and marketers 
must also pay attention to the 
broader problems of better co-ordina- 
tion of production and demand,” Mr. 
Weld said. “This brings up the ques- 
tion of better economic planning 
through trade associations and possi- 
bly through some advisory national 
economic council. It also brings up 
the question of modification of the 
anti-trust laws to permit voluntary 
agreements to curtail sales and pro- 
duction.” 


Points to Falling Volume 


Mr. Weld said that “we have been 
going through a period of falling 
prices and of decline in physical vol- 
ume of goods passing through dis- 
tributive channels.” He recounted 
that actual retail volume amounted to 
50 billion dollars in 1929 but dropped 
to around 36 or 37 billion in 1931. 

“Tf retail volume in 1933 should be 
approximately the same as 1932 and 
if volume of trade should thereafter 
pick up as it has fallen off since 
1929, it will take until 1936 before we 
get back to the 50 billion dollars of 
retail trade reported in 1929. 

“But it is not necessary to reach 
anything like this level in order to 
have _ reasonable prosperity,” he 
added. 

“Retailers and wholesalers face a 
problem with regard to their operat- 
ing costs. During the depression, 


HEADS MARKETERS 


L. D. H. Weld, McCann-Erickson, 
Inc., new president of American 
Marketing Society. 


their costs, expressed as a percentage 
of sales, have risen sharply. Since 
gross margins have not increased, 
this means that net profits have been 
wiped out for many middlemen.” 

Mr. Weld pointed out, however, 
that actual selling costs have not 
risen; they simply have not been re- 
duced in proportion to dollar sales. 
“This situation has been brought 
about largely by the inflexibility of 
certain important expense items of 
wholesalers and retailers, and partly 
by the fact that in the retail field 
many storekeepers had over-expanded 
their operations during prosperous 
times, had moved to expensive loca- 
tions, and had increased their pro- 
portions of nonselling space. There 
is an important lesson in this ex- 
perience for storekeepers in the 
future. 


Urges Selective Selling 


“Another lesson that is being 
learned from the depression is the 
great need for manufacturers and 
wholesalers, as well as retailers, to 

(Continued on Page 11) 


Last Minute News Flashes 


Bennett Joins Needham, Louis & Brorby 


Chicago, Dec. 30.—Cecil F. Bennett, formerly executive vice-president 
in the Chicago office of United States Advertising Corporation, has joined 
Needham, Louis & Brorby, Inc., as a partner. Prior to joining the United 
States organization, Mr. Bennett was president of Otto J. Koch agency, 
Milwaukee, for six years, and before that was a writer with Lord & Thomas, 


Chicago. 


Burton Emmett Retires from Agency 
New York, Dec. 30.—Burton Emmett, vice-president and one of the foun- 
ders of Newell-Emmett Company, will liquidate his holdings in the agency 
Dec. 31. Ill health and the desire to travel and to pursue his interests as 
a collector of books and prints have prompted his retirement. 


Agta-Ansco to Cowan & Dengler 
New York, Dec. 30.—Agfa-Ansco Corporation, Binghamton, N. Y., film and 


photographic supplies, has placed its account with Cowan & Dengler, Inc. 


RECRUITS RUSH 
TO BANNER OF 
BUY AMERICAN 


New Slogan Reverberates 
from Coast to Coast 


New York, Dec. 29.—Joining the 
“Buy American” movement whole- 
heartedly, all Hearst newspapers 
throughout the country are running 
both news and editorial comment 
urging the purchase of American 
goods only, in an intensive campaign 
which is scheduled to continue for 
at least another week. 

In Chicago, the Evening American 
and Herald and Examiner, im addi- 
tion to news and editorials, are using 
“Buy American’ slugs between stor- 
ies throughout the paper, instead of 
the customary dashes. 


Chicago, Dec. 29.—The Made in 
America Club, Inc., formally organ- 
ized here last week, has received so 
much encouragement that expanded 
quarters have been taken on the third 
floor of the Pure Oil Building. 

Plans provide for manufacturers to 
subscribe to memberships in behalf 
of their employes, including factory 
workers. Members of the club must 
pledge themselves to buy only prod- 
ucts made or grown in America. 

Directors are being appointed in 
each city to organize local clubs and 
carry on promotional activity. 

Cc. S. Clark, executive secretary, 
provided some more figures this week 
showing the inroads made on Ameri- 
can markets by foreign products. 

“The low cost of foreign labor makes 
it possible for many foreign manufac- 
turers to pay the tariff and still be 
able to undersell those in this coun- 
try,” he said. 

“With a tariff of 75 per cent on cer- 
tain commodities, Japan, Russia, 
Czecho-Slovakia and other nations 
can still laugh at American living 
standards. 

“The combined value of imported 
merchandise, machinery and raw ma- 
terials for the ten months ended Nov. 
1, 1932, amounted to $1,145,000,000. 
Foodstuffs and manufactured and 
semi-manufactured articles accounted 
for another $836,000,000. Practically 
all of these foodstuffs are or could 
+e-produced in the United States. 

“Twerty-two retail stores in Chi- 
cago sell shoes made only in Czecho- 
Slovakia. A New York department 
store patronizes the same source ex- 
clusively.” 

He said that anti-dumping investi- 
gations have been launched against 
65 imports, but the damage is often 
done before the evidence is completed. 

Among industries hard hit by the 
foreign invasion, he said, are grass 
and rag rugs, steel and steel prod- 
ucts, incandescent lamps, cement, 
manganese ore, calf leather, porce- 
lain and china products, candy, 
canned salmon, tuna fish, other sea 
foods, fish oil, vegetable oils, chemi- 
cals, stearic acid and scrap iron, not 
to mention watches and jewelry, 
cutlery, woven wire fence and net- 
ting, malt, bottles, chinaware and 
toys. 

Attacking the “Buy American” 
problem from another angle, Ameri- 
can Salesman, Chicago, a Dartnell 
publication, has formed the League 
of American Salesmen, to induce 
salesmen to “sell American.” 

Applicants for membership in the 
League, which has no officers and no 
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December 31, 1932 


dues, are required to sign a pledge 
which resolves that “we, the Sales- 
men of America, holding firmly to 
our belief in the institutions of the 
United States of America, do hereby 
covenant one with the other to use 
every influence and to put forth every 
effort to promote the wider sale of 
American products and to discour- 
age the sale and use of foreign made 
products, to the end that American 
markets may be kept safe for Ameri- 
can workers, jobs may be created for 
American labor and prosperity re- 
stored to American homes; ... and 
therefore agree not to buy for our 
personal or family use, any foreign 
products that are also made by 
American workers.” 

Signers of the pledge are presented 
with a lapel button by the publica- 
tion. 


Coast Daily Joins 
In Campaign 

Santa Monica, Cal., Dec. 26.—The 
Evening Outlook, local daily, has 
joined the “Buy American” cam- 
paign, with the publication of a full 
page in three colors pointing out the 
value of buying native products. Va- 
rious local merchants cooperated by 
taking space on the page to advertise 
products “made in U. S. A.” 

J. H. Holcomb, national advertis- 
ing manager, explained that while 
Santa Monica is not an industrial 
city, “the Evening Outlook believes 
Santa Monica can help other mar- 
kets which are dependent on indus- 
try and the employment of their job- 
less, by buying only American made 
goods.” 


Resorts Have Own 
“American” Slogan 
Philadelphia, Pa., Dec. 28.—John 
Paul Dorland and Associates, local 
agency handling advertising for 
many eastern resorts and_ resort 
communities, has originated the slo- 
gan, “Stay in the U. S. A.” for the 
use of its clients and other resort 
communities. Arranged in the fa- 
miliar shape of the U. S. shield, elec- 
tros of the slogan are available from 


the agency at a nominal price. 


CARRIES SLOGAN TO WEST COAST 


CREATE WORK FOR 11.000. 


BUY AMERICAN 
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“Evening Outlook," Santa Monica, Cal., carried this full page to 


boost American-made goods. The 


original was in red, blue and black. 


“Canadian Pale” Not 
Allowed for Beverage 


The Commissioner of Patents has 
upheld the decision of the Examiner 
of Interferences, cancelling the reg- 
istration of “Canadian Pale” as a 
mark for non-alcoholic malt bever- 
ages by Canadian Pale Products As- 
sociation. 

Canada Dry Ginger Ale, Inc., as- 
serted that the mark would create 
confusion with its previously regis- 
tered products. 


William A. Biddle Is 
Honored by D. M. A. A. 


At a meeting Dec. 22, the board of 
governors of Direct Mail Advertising 
Association elected William A. Biddle 
of Cincinnati a life member, in ap- 
preciation of his many years of work 
for the association, including two 
terms as president. 

Only three other life members of 
the association are living. They are 
Homer J. Buckley, founder; Robert 
E. Ramsay, and Charles R. Wiers. 


Many advertising pictures today require a 
change in perspective... They fail to envis- 


agethecountry's major executives—the men 
whose opinions count so heavily now for or 
against even small business expenditures. 


| am Advertising Picture shouldbe re-focused 
to include these power-of-decision men ... This can 
best be done®y advertising in the magazine which has its 
readership confined to the all-important “final decision” 
executives of American business. 


radsitreets 


Since 1849 America’s Leading Credit Rating Bureau 
148 Lafayette Street, New York 


Midwestern Advertising Representatives 
BLANCHARD - NICHOLS-COLEMAN & JOHNSTON 
Palmolive Building, Chicago 


Pacific Coast 
WARWICK S. CARPENTER 
29 East De La Guerra St., Santa Barbara, Calif. 


THEWOMANPAYS— 
IF KNOX PLEASES 


New York, Dec. 28.—Knox Gela- 
tine this week added a new wrinkle 
to the “money-back guarantee” when 
it used unusual cover copy in the 
January issue of Ladies’ Home Jour- 
nal to announce that it would not 
only refund the cost of the gelatine, 
but the cost of all other ingredients 
as well, to women who made a salad 
or a dessert with it and were not 
satisfied with the results. 

Headed, “An offer to women who 
have never tried Knox Sparkling 
Gelatine,” copy said in part: 

“Frankly we want to convince 
thousands of new customers that our 
Knox Sparkling Gelatine is not only 
the highest quality gelatine it is pos- 
sible to produce, but that our ad- 
vertising for it is always sincere, 
truthful and without exaggeration. 
We hope you will prove it by accept- 
ing this offer: 

“Order a package of Knox Sparkling 
Gelatine from your grocer. Open it 
and you will find two sealed en- 
velopes of plain, pure gelatine (real 
gelatine), and a recipe folder with 
valuable coupon attached. 

‘Make a dessert or salad from one 
of the recipes in the package. Then 
compare it with any dessert or salad 
you have ever made with any brand 
of flavored gelatin dessert prepara- 
tion that you have used or are using. 
If in your judgment, and that of your 
family, the Knox dish is not far 
superior, return the empty Knox 
earton with a list itemizing the cost 
of the ingredients used, and Knox 
Gelatine of Johnstown, New York, 
will gladly refund the cost of the in- 
gredients and the full price of the 
gelatine. 

“A fair offer, isn’t it? and 
we hope it will bring us new friends 
to join those friends we have made 
and kept during the past fifty years.” 


Boost Pocket Watches 


A recent ruling by Electric Rail- 
way Company, Providence, R. L., 
operator of electric cars and busses 
throughout the state, that motormen 
and conductors must carry pocket 
watches instead of wrist watches is 
expected to have a beneficial effect 
upon the sale of watches of this type, 
not only to the railway employes, but 
to the general public as well. 


Advertises Candy 


Maple Grove Candies, Ince., St. 
Johnsbury, Vt., is launching a na- 
tional magazine advertising cam- 
paign featuring its maple sugar can- 
dies and other confections. 


Club to Have Exhibit 


Columbus, O., Advertising Club will 
hold its fourth annual exhibit at the 
Deshler-Wallick Hotel, Jan. 23, at 
which Edgar Kobak, president of 
A. F. A., will be the speaker. No 
awards will be made. 


ERA OF STRONG- 
ARM SELLING 1S 
OVER, A.M.S. TOLD 


Dayton, Ohio, Dec. 28.—The work 
of setting up marketing organiza- 
tions and operating them with strict 
attention to their social, commercial, 
and ethical requisites and with a 
minimum regard for such costly mo- 
tives as custom, tradition, habit or 
individual crotchets, now confronts 
American business. This job, how- 
ever, is not easy to formulate in 
either general or specific terms and 
it cannot be cast aside in the form of 
a specific program, Paul T. Chering- 
ton, New York distribution consult- 
ant, and president of the American 
Marketing Society, told members of 
that organization meeting here last 
night. 

Discussing “Scientific Progress in 
Marketing,” Mr. Cherington brought 
to light the major marketing prob- 
lems of the day and showed how 
they are undergoing severe tests. He 
predicted radical changes for im- 
provement. 

“While expansion was universal 
and the trend was upwards, careless 
methods and personal whims could 
be supported. But now the only test 
of good marketing is whether it gets 
goods from producer to consumer 
with as little as possible useless 
motion, and with a maximum of cer- 
tainty that when finally added to 
the equipment of life they will be 
of the right kind and in the right 
place at the right time. 


Don’t Blame the War 


“It is becoming evident that some- 
thing radical happened to the task of 
selling goods in this country about 
the time of the war. It seems likely, 
moreover, that the war, instead of 
being the cause of all our present 
troubles, probably disguised, and in 
a measure intensified, what inevi- 
tably would have happened anyhow 
in many lines of business. So gen- 
eral an overtaking of demand by sup- 
ply never happened anywhere else 
on ‘so large a scale before.” 

Mr. Cherington proceeded to show 
how basic production data has ad- 
vanced the last three to five years 
into a new stage. 

“Before 1919 or 1920 the character- 
istic curve for most types of Ameri- 
can business development was a nor- 
mal ogee curve, with an area of slow 
growth, an area of rapid growth and 
an approach toward a. stabilized 
peak. But since 1920 the character- 
istic curve has taken a wholly dif- 
ferent form. It may be described 
as an irregular saw tooth curve with 
wide swings from top to bottom and 
a general downward trend of the 
maximum points. 

“This apparent change in our gen- 
eral economic trend ought to be 
taken seriously by all marketing 
men. If, in addition to supply hav- 
ing overhauled demand, there has de- 
veloped also a variability in demand, 
then the problems of marketing have 
taken on a gravity of a major sort; 
and the day of strong-arm selling is 
over,” he added. 

Mr. Cherington further stated that 
marketing as a separate activity, in 
economic science, and in the business 
structure, is making a place for itself 
of increased significance each year. 
It is no longer merely a matter of 
buying cheap and selling dear, and 
its practitioners mere tradesmen. 

Speaking of business recovery, Mr. 
Cherington stated that he felt con- 
fident that one of its main features 
will be a better adjustment of pro- 
duction to consumption. 


Weaver Joins KHJ 


Sylvester Weaver, Jr., editor of the 
“Blue Pencil,’ house organ of Los 
Angeles Advertising Club, and for- 
merly with Young & McCallister, has 
joined the staff of KHJ, Los Angeles. 


Bost Names United 


Bost, Inc., New York, Bost tooth 
paste, has appointed the United Ad- 
vertising Agency. 


Registration 
Of Radio Theme 
Songs Proposed 


New York, Dec. 29.—American So. 
ciety of Composers, Authors and 
Publishers has issued a letter to 
agencies and advertisers offering to 
protect their right to radio theme 
songs by registering the titles. 

The proposal is said to have been 
developed as the result of a dispute 
over “Happy Days Are Here Again,” 
theme song of American Tobacco 
Company’s Lucky Strike program. 

Said the Society in part: 

“Considerable confusion and some 
irritation between broadcasting sta- 
tions and in some cases between radio 
advertisers and stations, is resulting 
from duplication of signature music. 
When a certain musical number has 
been chosen as the signature for a 
program of another station, the fact 
may not be generally known. 

“If each broadcaster will mail us 
a list of the titles of all regularly 
used signature numbers, we will 
establish an index, forwarding the 
list to every advertiser and station, 
and advising them of subsequent ad- 
ditions.” 


Robert Gair Cor ompany 


Is Departmentalized 


Robert Gair Company, New York, 
manufacturer of paperboard prod- 
ucts, has created three divisions to 
handle production and sales of box- 
boards, containers and folding car- 
tons. Robert H. Bursch has been 
named head of the boxboard division, 
in charge of both manufacturing and 
sales. 

F. S. Wakeman has been ap- 
pointed general sales manager of the 
folding carton division, with L. H. 
Gaetz continuing in charge of pro- 
duction. F. G. Becker has been ap- 
pointed general manager of the con- 
tainer group of Gair plants, and 
Chase Flint has been named general 
sales manager of this division. Both 
were formerly with Container Cor- 
poration of America. 


Group Buys Florida 


Newspaper Section 


A group headed by Julian Langner 
of Orlando, and including Charles M. 
McLennan, who has resigned as editor 
and business manager of Florida 
Farmer, and Russell Kay of Tampa, 
secretary of Florida State Press Asso- 
ciation, has purchased the Florida 
Farm and Grove Section, formerly 
operated by Frank R. Hammett. The 
Section is circulated as section two 
of several newspapers in the state. 

Both Mr. Kay and Mr. McLennan 
are former editors of the Section, 
and the latter will continue as editor 
and manager. H. B. Knox, Jr., is 
New York representative. 


Roto Association 
to Meet in N. Y. 


Directors of The Rotogravure Ad- 
vertising Association, meeting in Chi- 
cago, Dec. 27, voted to hold the 1933 
convention of the organization at 
Hotel Pennsylvania, New York, Feb. 
27-28, and also approved an intensive 
promotion campaign for 1933. 

The association will establish per- 
manent headquarters in the General 
Motors Bldg., Detroit, under the su- 
pervision of W. S. Reynolds, presi- 
dent. 


Introduce Lavena 


Lord & Thomas, Chicago, are con- 
ducting a test campaign in Fort 
Wayne, Ind., and other cities of 
similar size for Lavena Corporation, 
Chicago. Lavena is described as a 
cosmetic possessing the beautifying 
qualities of oatmeal. It is dissolved 
in the bath. 


Milton J. Morgan Dies 


Milton J. Morgan, for ten years on 
the staff of Campbell-Ewald Company, 
Detroit, died Dec. 24, of heart dis- 
ease. He was formerly connected 
with the Detroit Free Press and 
Newark, N. J., Morning Star and 
Evening News. 


Hearst on Air 


Hearst Newspapers will sponsor 4 
series of electrical transcriptions to 
be released through World Broad- 
casting System. Each paper will buy 
its own time, devoting most of it to 
The American Weekly. 
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Advertising the Common Cold 


About the only thing which is bet- 
ter advertised at present than the de- 
pression is the common cold. There 
may be some connection between the 
two ideas, because advertisers of 
cold remedies and preventives are 
coupling economic with health sug- 
gestions. Their arguments are both 
timely and effective. 

Medical and social workers have 
preached for years the importance 
of reducing the number and duration 
of colds. This ailment, so general 
as almost to be taken as a matter of 
course in most families, is actively 
contagious, and unless precautions 
are used, it spreads quickly to all of 
the members of a social or business 
group. In addition to causing acute 
discomfort, and in many cases lead- 
ing to more serious ailments, such 
as bronchitis, influenza and pneu- 
monia, it is obviously productive of 
enormous economic loss through de- 
priving workers of employment. 

Even at present, when the idea of 
sharing the work is being adopted 
voluntarily or by necessity in many 
industries, the loss of time in em- 
ployment is one which falls heav- 
ily on the individual, since earnings 
lost in this way can seldom be made 
up. The appeal to the pocketbook is 
therefore iegitimate, and in many 
cases is even more effective than 
that based purely on health cons‘d- 
erations. 

One of the most valuable features 


of current advertising of products 
recommended for the relief or pre- 
vention of colds is the general dis- 
position to supply sound advice of a 
general character. The advertising 
of Bayer aspirin, some of which has 
been reproduced in ADVERTISING AGE, 
is especially interesting from this 
standpoint. Presented in editorial 
style, it warns against exposure and 
suggests the proper procedure in 
case of attack by the virulent germs 
of cold or influenza. 

The success with which many cam- 
paigns in this field have been meet- 
ing this winter indicates that the 
public is becoming “cold-conscious.” 
Certainly the necessity for success- 
ful opposition to colds is better rec- 
ognized than ever before, and it is 
entirely possible that the current 
drive of leading advertisers, backed 
by economic pressure and the threat 
of “flu” epidemics, will change liv- 
ing habits to such an extent as to re- 
duce greatly the toll taken each year 
by colds. 

As ADVERTISING AGE has frequently 
pointed out, the efforts of manufac- 
turers to stimulate sales by broad- 
casting information of importance 
constitutes a real public service, re- 
gardless of the immediate benefits 
which they themselves receive. Good 
advertising is a public service, and 
is rapidly coming to be so regarded 
by the community generally. 


Remote Control Losing Out in 
Distribution 


One of the most significant busi- 
ness developments of the times is 
the growing inclination of manufac- 
turers who have been interested in 
retail establishments to withdraw 
from these enterprises, at least so 
far as direct control of local mer- 
chandising operations is concerned. 

One of the lessons which are be- 
ing learned with adversity as the 
teacher is that merchandising is a 
business of ideas, and that ideas 
must be adapted to local conditions 
and requirements. It is extremely 
difficult for business executives, no 
matter how well-informed nor how 
skilful, to develop plans which are 
equally effective all over the coun- 
try. Attempts to put them into exe- 
cution in all retail markets have fre- 
quently led to disaster. 

It is too much to expect that “head- 
quarters” will be sufficiently omnis- 
cient to know when and where 
exceptions to the program may prof- 
itably be made. As a matter of fact, 
headquarters for any local sales cam- 


paign should be in the store where 
the operations are being carried on. 
There is where immediate action can 
be taken when opportunity offers, 
and where decisions should be made 
regarding changes in procedure if 
the results are not all that they 
should be. 

Manufacturers will continue to be 
interested in retailing, as they must 
if they are to give their dealers 
proper and sympathetic co-operation. 
Many manufacturers will continue to 
operate specialty stores as merchan- 
dising laboratories, for the purpose 
of testing retailing ideas to be passed 
on to the trade. But absolute control 
of retailing, through centralized di- 
rection of local sales operations, is 
likely to be much less in evidence in 
the future than in the past. 

Each important retail establish- 
ment succeeds primarily as it adapts 
its service to the needs and desires 
of its community. In most cases this 
demands independence of manage- 
ment and operation. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 455. Newspaper Circulations in 


Towa. 


This volume, published by Des 
Moines Regisier and Tribune, gives 
the circulation of 46 dailies, pub- 
lished in Iowa and adjoining states, 
in the state by counties and trading 
areas. The bulk of the material in 
the volume consists of outline county 
maps of the state, on which circula- 
tions of individual mediums are indi- 
cated. The material has been cor- 
rected to Dec. 10, 1932. 


No. 449. Ourrent Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. The study 
was made by personal interviews in 
17 cities scattered throughout the 
country, with the exception of the 
Pacific coast, with calls allocated so 
that five per cent of the total inter- 
views were made among class A 
homes and the same number among 
class D homes, with the remaining 
90 per cent equally divided between 
class B and C homes. A minimum 
of 500 interviews for any one of the 
nine papers studied was secured. 
Published by True Story Magazine. 


No. 433. WLW—"The Nation's Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 

This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this Koys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
Ilmbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


MULTIPLYING THE EFFECTIVE CIRCULATION 


—Boot & Shoe Recorder, 


"Trade yuh, Pete. I've seen the ‘Times’ this morning." 


On the Shedding of 
Whiskers by “Experts” 


To the Editor: It makes these 
dull winter days just a little brighter 
if I can catch Copy Cub up on some- 
thing. No hard feelings, but I’m 
gonna dispute the following state- 
ment: 

“Luden’s breaks some kind of ad- 


Do You Sell Hygrade 


La varia 
Many Sylvania jobbers and 
dealers are tindingin Hygrade 
Lamps, marketed by Hygrade 
Lamp Division of Hygr 


Sylvania Corporation, a new 
source of profit. 


Hygrade supplies a complete 
line of splendid incandescent 
lamps well and favorably 
known, nationally advertised, 
and backed by the entire en- 
gineering and jensen 
acilities of a concern whic 
has successfully made over 
200,000,000 !amp bulbs. 


Advertised in the 
Seturday Evening Post 
Factory G& Industriel Management 
Mantensece Engineering 
Electrical World 


For tabormation Address 


HYGRADE LAMP DIVISION 
Hygrade Sylvania Corporation 


SALEM, MASS. 
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vertising record by picturing a lab- 
oratory man without either a Van 
Dyke beard or eye glasses. Seems 
hard to believe, but it’s true.” 
Here’s a laboratory man without 
specs or chin spinach, and I’m pretty 
sure he leads the field. He’s been 
dodging in and out of the “SatEve- 
Post” for quite some time now. How 
come your Copy Cub didn’t see him? 
J. M. DEVoE, 
Hygrade Sylvania Corporation, 
Emporium, Pa. 
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No Ten Best Words 
for Copy, Says Giles 


To the Editor: No ten words can 
be most beautiful to every person. 
The best ten words are those which 
meet us on the basis of our individu- 
ality and encourage us, inspire us, 
or make us happy. 

There are no ten words which are 
either best or most useful in adver- 
tising. Since each advertisement is 
about an individual product, the ten 
best words in any case must be those 
which specifically convey the good 
qualities of the product advertised 
to the greatest possible number of 
potential customers—and those words 
above all else must be believable. 

Ray GIes, 
The Blackman Company, New York. 


Voice of the Advertiser 


Approves Plan to Help 

Advertising’s Unemployed 

To the Editor: In reading over 
your recent issues, I could not help 
but be impressed with two things: 

(1) The letter which you published 
suggesting that something should be 
done regarding the men in the ad- 
vertising and publishing business 
who are part of the great army of 
unemployed. 

I believe this is a splendid idea, 
and I know that every agency map 
will be eager to co-operate in doing 
something about this. 

(2) I want to compliment Apver- 
TISING AGE on its offer to publish 
“free of charge” classified advertise- 
ments for men who are out of work 
and seeking jobs. 

This is a big thing to do at a time 
when very few big things are being 
done. 

WELLS H. BARNETT, 
President, Weston-Barnett, 
Inc., Waterloo, Ia. 


* ¥ F 


One Word Is Enough 


To the Editor: All ten most beau- 
tiful words for me as an advertising 
man achieve a synthesis in this one 
word: “Repeat.” 

FRANK J. REYNOLDS, 
President, Albert Frank-Guenther 
Law, Inc., New York. 
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A Cartoonist Makes 


a Good Investment 

To the Editor: ADVERTISING AGE is 
not only the official business bible 
of the advertising field but I daresay 
that a number of cartoonists (the 
wise ones) are using it to the full. 
I am one of those wise ones. 

I am one of the so-called India Ink 
brothers commonly referred to as car- 
toonists who has seen the advertis- 
ing field take strides with seven 
league boots in the humorous direc- 
tion. (Am I smiling?) My invest- 
ment in your paper was just an ex- 
periment but I have found that it 
was one of the wisest moves of my 
life. It keeps me in touch with the 
account changes as well as new 
agencies popping up, and the newest 
moves in the humorous magazine 
world. 

Through your paper I became ac- 
quainted with many new agencies as 
well as trade papers, etc., that opened 
a new market for my modest endea- 
vors. 

I don’t think that I would be ex- 
aggerating if I said that we humor: 
ous pen-pushers rise to give a lusty 
Hip-Hip and a big Hooray for your 
publication and efficient staff. 

HaAro_tp G. ADAMS, 
Stillwater. N. Y. 


1 18 om 


Ore gh STE an a sali : ce : b AS or. ae el vs i! ; Ly ; 55 § , a 5 . E : ae 
¢ : Fd oe . ‘ 3 sme i es * 2 r nics = : “ ~ ¥ ak ee S. a 
a | | | | | | | |||] eee . eed 
Jog Ody 3 
‘ oka 
oe. 
ae oe 
5 ae ° 
; 4G Vif <WS— / Zi bY Wa es * weed 
an ‘ ~-- y ¢ ase 
eee CH ont [Ze Se f 
So ST * » Ee te o ve 
Ne YA wh 
\ wy 11. wert he “ i : 
pe J El \ yy Wp oe 2 ae; wen, “4 
es - - - - y 798 el 
4, . 
Uf <a Y 4 
<6 4 oe « & bee oe y hy = 
J Fi , 
ee LG ees: 4 
ii ae a ae ae 7 aes 
al pera: 4 ‘ 
or aH, ae ’ i x , : 
og ES Pe b Pash’ BN, a, anes 
ae PC +9 SE - ie, 
ee te =_— ‘ 4 te F 
ae 3 ee | tc t;e®LCti ‘ we 4 a £ an" 
a eee We ig G = 
ao ae eR A: oA 4 g 
ie EBSrP GE aS eZ | 
=e > Peed ‘<2 BS ; 
oo Ss SS one id sr, i ; 
ie aan — i mm £ ee A { 
A ieee. SS ES OO | a lh 
ye oe aS , , ee ax 3 
ee ale a ~ ! xs 
pte cea, ‘ce a, oa i ‘ wor ON 
pecan =. Ce & itp w 
F eeee a a * ak OP . 
e , hee a ee : 335 4 4,9 
SOF a oe ee But oe rod © Piphe ive 23 
oe en ae nai Pe sh sa . 
a Se aris aie. >. 
be ee (5: TT ST Re ~~ Wee Ce 
ee rs Be a toon 
& Oi m (Y 
PS i x . +4. 
Zz 
ne ee ‘ - OL Aa oh x rs 
3 : ‘ ? ee ! a a - “< 
= fy a a oo, inte 
Pt as. anid ' ot -- : Ee. ~ 
i as ie Y a go of € . Saree 
en ee ne ~ , .. - Ce Zz YUN 
Scale acl 
emer Bs 
a ees DN ————————eeeeEeEeEeEeEeEeeeeeeee 
= eee 
GEAR ANNA SEROMA EINE S50 IE ATH SC SEP LES TARA LE AEA EESTI 
ne ‘ak 
\ ae 
poe a ee 
| | 
| - , } 
ae *, - 
Ss | \.<: | 
pa * vay | 
eee | NS. | 
st | - ! | 
an .” | 
bg ks 
i hs | 
% ge te | 
1 | 
se coe Nd ge a 4 | 
Ps f Lyf az ‘7 | 
eo | 
Re I career enon nist vars lll 
sae eae 
eae ie | 
al ta 
ie 5 eee | eet 
US See ee | 
2 ; si 
aA aoe it oat bs 5. * pi. | 
as 
' ee 
+ j 
ae 
ig 
yee . 
1 ee 
ne 
| 
| } ho 
| Po 
| 
| 
| | 
| 
E P sCaees Bee ae ot eee Bg ro ee Ra Pa a ae yg ee UN act SF "ea ee ¥:  aeemammenmec et Se OS st re ON ge RY SD a NEE 8, ee Bag cl a 7 tN ge a A 05 a SM een kod  e 
eer ra re SS”. ieee ose ae og rT eae Shh does i a 5 oi t aca aes eK icine Bee se aed Re Rane ee ey me ser eee Shee ee Eras oo ae res ere ee gk a 
OR gs es I. ugg) So hin is NR Rt Ne dee. | Ae oars utes i es ec Bt a 
a ss eee dieses; Prrteey My aes a eee ee i eat  d Un oR gt em Ne 
aa es Sf Ane Reda mumata Oy} PGRN < teensy ot eee Mmm ioe toe te ck Sire ee et | ye Rem gee ot hea Le eee a ile Se oil Me Rt Ot gag ted pl ae ei fs Coe area # an 
Ria, nde elie ae apie 2 SOE aTA ee Ue eee 4s af ee Ue hae ete ee Bicaee Rode tin te ae pete te ns Nera TR) Ve nN eID ee | Seta ee cas ee i" oe Reivers ergy PR INR acs) get: a epee aeas Beh on: a ee rR eS epee Nar Set po join 1 ee 
Te ET aaah Re Waa Get > Cuetec 4 Caer y Ss Claas or SPER eae actor Ae Seer Ic 0 pM DRE de 2 een LA dC (he OPN eae Ch ope SiO etree Ota oN Co 5 a Oa ee: RMR es Nim gh, os eens i 


Cs) 


nent 
\GE is 
bible 
resay 
(the 

: full. 


a Ink 
is Car’ 
vertis- 
seven 
direc: 
nvest- 
in ex- 
hat it 
of my 
th the 

new 
lewest 


pazine 


ne ac 
‘ies as 
ypened 
endea- 


be ex: 
1uUmMOor- 
. lusty 
r your 


AMS, 
- 2 


December 31, 1932 


ADVERTISING AGE 


George E. Barton, Amsterdam Agency, Inc. 

William B. Benton, Benton & Bowles, Inc. 

J. M. Cecil, Cecil, Warwick & Cecil, Inc. 

H. H. Charles, Charles Advertising Service 

R. P. Clayberger, Calkins & Holden 

W. P. Colton, Wendell P. Colton Co. 

Frederick H. Cone, Andrew Cone Agency 

Sheldon R. Coons, Lord & Thomas 

Stuart D. Cowan, Cowan & Dengler, Inc. 

L. B. Dudley, Campbell-Ewald Co. 

David G. Evans, Evans, Nye & Harmon, Inc. 

C. L. Fitzgerald, Fitzgerald Advertising Agency 

J. K. Fraser, The Blackman Co. 

L. H. Frohman, Lyddon, Hanford & Frohman, Inc. 

H. S. Gardner, Gardner Advertising Co. 

Joseph A. Hanff, Hanff-Metzger, Inc. 

George E. Harris, Sr., The Dauchy Co. 

John H. Hawley, Hawley Advertising Co. 

Winthrop Hoyt, Charles W. Hoyt Co., Inc. 

William H. Johns, Batten, Barton, Durstine & 
Osborn, Inc. 

Joseph Katz, The Joseph Katz Co. 

Arthur Kudner, Erwin, Wasey & Co. 

P. W. Lennen, Lennen & Mitchell, Inc. 

H. B. LeQuatte, Churchill-Hall, Inc. 


John Abbink, Business Publishers International 
Corporation 

E. Ahrens, Ahrens Publishing Co. 

Raymond Bill, Federated Business Pubs., Inc. 

A, Cook, Topics Publishing Co. 

Fritz Frank, United Publishers Co. 

Louis Guenther, The Financial World 


Mortimer Berkowitz, 4 merican Weekly 
Lester Cuddihy, Literary Digest 

Lee Ellmaker, Pictorial Review Co. 
John Hanrahan, The New Yorker 


Paul Block 

J. M. Boyle, New York Evening Post 
Gene Forker, New York American 
Edwin S. Friendly, The Sun 

Roy W. Howard, World-Telegram 
A. J. Kobler, Daily Mirror 


Frank Birch, Criterion Advertising Company 
Leonard Dreyfuss, United Advertising Corp. 


The Sick can’t wait 
etter times... 


OT 


The United Hospital Fund 
Advertising and Publishing Committee 


asks your support 


ADVERTISING AGENCIES 


STANLEY Resor, Chairman, J. Walter Thompson Company 


James Mackay, H. E. Lesan Advertising Agency 

H. K. McCann, McCann-Erickson, Inc. 

T. E. Moser, Moser, Cotins & Brown, Inc. 

C. D. Newell, Newell-Emmett Company, Inc. 

B. M. Nussbaum, United Advertising A gency 

Frank Presbrey, Frank Presbrey Co. 

William H. Rankin, Wm. H. Rankin Co. 

Frank James Reynolds, Albert Frank, Guenther 
Law, Inc. 

W. M. Richardson, Richardson, Alley &% Richards 
Company 

Philip Ritter, The Philip Ritter Co. 

Raymond Rubicam, Young & Rubicam, Inc. 

F. B. Ryan, Ruthrauff & Ryan, Inc. 

Thomas Ryan, Pedlar & Ryan, Inc. 

V. O. Schwab, Schwab & Beatty, Inc. 

G. C. Sherman, George C. Sherman Co., Inc. 

F. G. Smith, Smith, Sturgis &’ Moore, Inc. 

Daniel Starch, American Association of Advertising 
A gencies 

G. Lynn Sumner, The G. Lynn Sumner Co., Inc. 

Robert Tinsman, Federal Advertising Agency 

E. T. Tomlinson, Jr., Doremus & Co. 

O. S. Tyson, O. 8. Tyson & Company 


PUBLISHERS’ REPRESENTATIVES 
Cornetius F. Ketty, Chairman, Kelly-Smith Co. 


BUSINESS PUBLISHERS 
Matcotm Murr, Chairman, McGraw-Hill Publishing Co. 


Truman S. Morgan, F. W. Dodge Corp. 

Howard Myers, Architectural Forum 

Gilbert B. Pearsall, White Book Corporation 

M. C. Robbins, The Robbins Publications 

J. I. Romer, The Printers’ Ink Publications 

Harry Tipper, B. C. Forbes Publishing Co. 

Mrs. C. G. Wyckoff, The Magazine of Wall Street 


MAGAZINE PUBLISHERS 


STANLEY LatsHAw, Chairman, Butterick Publishing Co. 


D. L. Hedges, Good Housekeeping Magazine 
Robert L. Johnson, Time 
Fred Stone, The Parents’ Magazine 

Phillips Wyman, McCall’s Magazine 


NEWSPAPER PUBLISHERS 
Georce J. Auer, Chairman, New York Herald Tribune 


H. T. Madden, Brooklyn Daily Eagle 
E. L. Moore, Brooklyn Times 

Victor F. Ridder, Staats-Zeitung 

E. F. Seixas, The Brooklyn Citizen 
Louis Wiley, The New York Times 
Ray T. Wilken, The Daily News 


OUTDOOR ADVERTISING 


K. H. Futton, Chairman, Outdoor Advertising, Incorporated 


F. T. Hopkins, National Outdoor Advertising 
Bureau 


Send contributions to THE UNITED HOSPITAL FUND - Care of Stanley Resor, 420 Lexington Avenue, New York City 
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ADVERTISING AGE 


December 31, 1932 


SPENCER TRADES 
ON OLD NAME IN 
MARKETING PEN 


New York, Dec. 29.—A balanced 
mixture of conservatism and aggres- 
siveness seasoned the successful cam- 
paign which introduced a new foun- 
tain pen this fall under the 75-year 
old trade name Spencerian. 

The mystery as to why the Spen- 
cerian Pen Company waited so long | 
to capitalize the value of its name)! 
for fountain pens was explained by 


F. T. Blakeman, president: 

“We waited until the fountain pen | 
business had outgrown the specula-| 
tive stage,” he said. “We did not/| 
want to enter our product until the 
public had definitely indicated what 
price it expected to pay, what fea- 
tures of construction it preferred and 
what guarantee it expected. 

“We have been manufacturing ad- 
vertised writing equipment for 75 
years and it wouldn’t do for us to 
give the impression we didn’t know 
exactly what we were about. Now 
we can offer one pen, with assurance 
it will not be necessary to change the 
price, construction or terms. Our 
product retails for $1.50 and carries 
no guarantee other than the conven- 
tional warranty against defective 
workmanship.” 


Increased Pen-Point Effort 


The first indication that the com- 
pany was planning to manufacture a 
fountain pen came in January, 1931, 
when it began a campaign of record 
breaking size on steel pens. Sixth 
and quarter pages in several leading 
magazines were used for 18 months 
to spread propaganda against the 
use of a typewriter for personal cor- 
respondence. 

Copy featured a booklet by Emily 
Post, “Letters That Must Be Penned.” 
More than 25,000 of these courses 
in the etiquette of personal corre- 
spondence were sold by mail at 15 
cents and yielded a 25 per cent 
profit, partly because the Whiting 
Paper Company furnished the stock 
in exchange for credit lines and per- 
mission to enclose a sample of note 
paper. 

This campaign closed when the 
fountain pen was ready. Announce- 
Ment copy appeared in drug, station- 
ery and jewelry trade papers in June, 
and the consumer advertising began 
in October issues of Literary Digest, 
Collier’s, Scholastic and Normal In- 
structor. 

Use Small Space 

Small space, averaging 72 lines, 
has been used in the weeklies from 
the first insertion. Results have been 
excellent, one index being the num- 
ber of orders received with remit- 
tance from readers whose dealers 
had not been prompt in ordering 
stock, despite the fact copy did not 
solicit mail orders. Having proved 
practical, this size space will be con- 
tinued and the campaign will be 


PENS FOR 75 YEARS 
SPENCERIAN 


clu 


AND BETTER 


Spencerian Fountain Pen 


$1.50 


14kt.solidgoldnib. 
Hard iridium tip. 
The Spencerian 
smooth writing 
ease famous for 
75 years. With 
all thefeatures 
of an expen- 
sive fountain 


en but 
eading 
the field 
in 1933 
values. Steel pens in 
every type of 
point. 
SPENCERIAN PEN COMPANY 


349 BROADWAY, NEW YORK 
Se ee nm | NRE meen me 


This single-column copy will appear 
in early issues of "Collier's and 
“Literary Digest." 


gradually enlarged by adding other 
publications. 

The magazine advertising puts the 
brunt of the selling job on the time- 
honored trade name. The first ad- 
vertisements are displaying it promi- 
nently, together with an illustration 
of the pen, the price and the slogan, 
“Worthy in every way to bear the 
Spencerian name.” 


Theme to Be Changed 


Next year’s copy will move the 
spotlight from the pen illustration to 
a scene labelled, “1858.” The new 
artwork depicts bookkeepers, school- 
masters, belles and other figures of 
that time to whom good penmanship 
was important. 


Scholastic copy merchandises the 
pen from the standpoint of its de- 
sirability for high school students 
and calls attention to an annual con- 
test, the Spencerian Neatness Awards, 
which presents the authors of the 25 
best written manuscripts of the year 
with a Spencerian fountain pen. 


Will Use Newspapers 


The company plans to use news- 
papers during the peak season in De- 
cember and June. The first test of 
this medium, quite satisfactory, was 
made earlier this month in the New 
York World-Telegram, being com- 
bined with a drive for distribution. 

The advertisements, measuring 200 
lines, listed local dealers who had 
put the pen in stock, and placed em- 
phasis on the price by picturing a 
kilted Scot, jubilantly endorsing the 
bargain. . 
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55,000 families 
service won't be 


The editorial vitality of Scribner's hasn’t lagged 
once in the past devastating 36 months. Its 


once sold on your product or 
easily swayed away from you. 


REORGANIZATION 
PLAN APPROVED 
BY MAIL GROUP 


Detroit, Mich., Dec. 29.—An en- 
larged membership body for the 
Direct Mail Advertising Association 
was envisaged this week as a result 
of the ratification by present mem- 
bers of a new plan of organization 
whereby suppliers of materials will 
be given representation on the board 
of governors, in addition to the two 
former main divisions, users and pro- 
ducers. 

Raymond Winger, vice-president, 
Addressograph - Multigraph Corpora- 
tion, and Edson S. Dunbar, advertis- 
ing manager, Crocker-McElwain Com- 
pany, are the newly elected members 
of the board. 


F. L. Pierce will serve as secretary 
for users of the enlarged organiza- 
tion, and Paul Van Auken as secre- 
tary for producers and suppliers. 

The position of executive manager 
created by the new plan, with the 
view of having the work of stimulat- 
ing direct mail activity centralized 
under one head, will be filled either 
from the staff or through an outside 
appointment as soon as_ circum- 
stances permit. 

The producers’ and suppliers’ 
groups, under the new arrangement, 
will be divided into sub-groups, con- 
sisting of local and national divi- 
sions, and an educational body. 

For the past month members of 
the association have been voting on 
the reorganization, plans for which 
were outlined at the New York Con- 
vention in October. Final details 
were executed by the Board of Gov- 
ernors at a meeting held in Toronto 
last week. 


Have Many Plans 


Among the plans now being devel- 
oped by the association are: 

A series of surveys among manu- 
facturers, wholesalers, retailers, pub- 
lishers, broadcasting stations, and 
service companies as to their rela- 
tive use of direct mail. 

The issuance of a bulletin service 
to producer members and supplier 
members of the association in addi- 
tion to the present bulletin for user 
members. 

The distribution through trade 
publications and trade associations 
of information on efficient direct mail 
campaigns as used in the various 
forms of business served by those 
publications and associations. 

The creation of all-trade groups for 
meetings. 

Continued activity in the direction 
of lower postal rates for business and 
merchandise mail. 


High Taxes Harm 
Advertising, Col. 
McCormick Says 


Chicago, Dec. 29.—Col. Robert R. 
McCormick, editor and publisher of 
the Chicago Tribune, told the adver- 
tising staff of the Tribune, meeting 
at the Palmer House in their annual 
sales conference today, that adver- 
tising will continue to suffer along 
with the rest of business until exces- 
sive taxation is curbed. 

He pointed out in vigorous lan- 
guage that business is finding it diffi- 
cult to make profits under present 
conditions because of the enormous 
burden of taxes, and urged advertis- 
ing and sales executives to do their 
part in the fight, instead of leaving 
the whole job to general management. 

Col. McCormick also defended two- 
cent newspapers, asserting that the 
first responsibility of the publisher 
is to serve the reader. The news- 
paper which serves its readers best, 
he declared, is likewise best for the 
advertiser. 

The address was broadcast at 8:30 
o’clock this evening over Station 
WGN, operated by the Tribune. 


Drop Catalog 
For a 64-Page 
Advertisement 


Cincinnati, O., Dec. 29.—A 64-page 
advertisement of Wirth and Hamid, 
New York fair booking agency, fea- 
tured a record-breaking issue of The 
Billboard, dated Dec. 31. The paper 
carried almost 70,000 lines. 

Wirth and Hamid usually dis- 
tribute a general catalog describing 
the attractions under their banner. 
The trend toward economy resulted 
in publishing the 1933 catalog as a 
part of The Billboard at a decided 
saving. 

While this coup was perpetrated in 
New York, G. J. Nelson, Chicago 
manager, contributed heavily to the 
special number. 

The Billboard was started as a 
house organ for the Donaldson Litho- 
graphing Company, Newport, Ky., 
which specialized in theatrical pos- 
ters. The paper quickly outgrew the 
original concept, however, and be- 
came a recognized trade paper of the 
amusement field. 


Insurance Company 


Reassures Customers 
Illinois Bankers Life Assurance 
Company, Monmouth, III., use 1,400- 
line space in Chicago dailies this 
week to assure its 45,000 policy- 
holders of the financial security of 
the company. 

The copy appeared after the col- 
lapse of a Chicago insurance com- 
pany with a similar name _ had 
created much local comment. 


Perry Named Editor of 
“Popular Homecraft” 


L. Day Perry has been named edi- 
tor of Popular Homecraft, Chicago, 
and the typographic style of the pub- 
lication has been completely revised. 
Four new departments have also been 
added. 

The print order for the January- 
February issue has been increased to 
more than 100,000. 


Mail Order Buyers 
Must Pay Postage 


Payment of postage on orders of 
$2 or more will be discontinued by 
the Twin City branches of Sears, 
Roebuck & Co., and Montgomery 
Ward & Co., Chicago. 

The change is in the nature of an 
experiment to determine whether the 
sales decrease will wipe out the 
wider margin of profit. 


Bermuda Retailers 
Expand U. S. Campaign 


This season’s campaign by H. A. & 
E. Smith, Ltd., Bermuda clothing 
chain, in American class magazines, 
brought such good results that the 
firm’s biggest competitor, Triming- 
ham Brothers, will follow suit. 

Wales Advertising Company, New 
York, has both accounts. 


Start Newspaper 


Syndicate Service 


Milwaukee Zone Weeklies, Inc., 
Milwaukee, Wis., has been formed to 
produce ready-printed newspaper sec- 
tions and sell advertising in them. 

Incorporators are Thomas P. Col- 
lins, C. Harland Counsell, Grove E. 
Palmer, C. D. Probert and Dr. J. F. 
Wilkinson, all of Oconomowoc, Wis. 


Dreyfuss Heads Lehigh 


Stockholders of Lehigh Advertis- 
ing Company, Allentown, Pa., operat- 
ing 50 outdoor advertising plants, 
elected Leonard Dreyfuss president 
at the annual meeting. R. J. Rusk 
was named first vice-president and 
treasurer; John J. McLaughlin, sec- 
ond vice-president, and Joseph Bur- 
rell, secretary. 


“Insurer” 50 Years Old 


American Insurer, New Orleans, 
will celebrate its fiftieth birthday 
next month. The publication, for- 
merly a_ weekly, will be issued 
monthly hereafter. 


National Rate Cut 


Effective Jan. 1, the national adver- 
tising rate of Syracuse, N. Y., Post- 
Standard will be reduced to 20 cents 
per line, and discounts will be given 
for the use of large space. 


REO CAMPAIGN TO 
RUN IN SECTIONS 


Lansing, Mich., Dec. 29.—Reo 
Motor Car Company will announce its 
new passenger car models, the 1933 
Flying Cloud and Reo-Royale, vig 
Gotham newspapers the opening day 
of the New York Auto Show. Further 
introduction will be made section- 
ally, newspapers being scheduled for 
each large city as later Shows open. 

The new line, although similar in 
general appearance to present models, 
will feature further refinement of 
aerodynamic lines. The price of the 
Royale Eight will be substantially 
lowered, that of the Flying Cloud 
will remain unchanged. 2 

Motor and Automotive Daily News 
will be used, starting with the New 
York Show. Automotive Topics will 
be added with the opening of the Chi- 
cago exhibition. The newspaper and 
trade publication campaign will be 
supplemented by a direct mail pro- 
gram addressed to present owners 
and prospects. 

The general magazine schedule, 
which will not start until later in the 
year, is now being prepared by 
Maxon, Inc., Detroit, the Reo agency. 


Evanston ‘Berchants 


Issue Scrip Money 


Evanston, Ill., Independent Retail 
Merchants’ Association has issued 
5,000 “one-dollar” bills, backed by 
$5,000 in gold reserve, in an effort to 
aid local business and bolster the 
cemmunity’s credit. 

When a scrip dollar is presented at 
a store in payment of goods the mer- 
chants will affix a two-cent discount 
stamp to it, and return it to circula- 
tion. Tax anticipation warrants will 
be purchased with the money taken 
in from these stamps. 


Virgil Jordan Heads 
Industrial Board 


Virgil Jordan, economic adviser 
to the McGraw-Hill Publishing Com- 
pany, New York, since 1929, has been 
named president of the National In- 
dustrial Conference Board, New York, 
succeeding the late Magnus W. Alex- 
ander. 

Under Mr. Jordan’s direction, the 
Board is planning an expansion of 
its research and fact-disseminating 
activities. 


Roesch’s Car O. K.; 
Contents Disappear 


En route to the station to take a 
train out of town, Ernest L. Roesch, 
of the Chicago staff of the St. Louis 
Post-Dispatch, parked and locked his 
automobile, containing his luggage. 

When he returned the car was a8 
he left it, except that the bags had 
disappeared. 


Smith Brothers Change 


Trade and Mark, the Smith Broth- 
ers of the air, will change from an 
NBC-WJZ network to the WEAF net- 
work Sunday, Jan. 1. The time of 
the broadcast will be advanced from 
9:15 to 7:45. 


— an ad 
- and double its 
pulling power. "'Illus- 
trate" radio in the 
dealer's store or win- 
dow—and watch the 
sales curve mount! 


EINSON-FREEMAN CO, “ 
LITHOGRAPHERS 


Specializity 
ee WINCOW end 


store display 
adverfising 


NEW YORK... Starr & Borden Aoes., Island City 
ol a. | ree Wri, Building 
BOSTON, MASS........ 302 Park Square Building 
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A.N.A. MAGAZINE 
STUDY RELEASED 


New York, Dec. 29.—The second 
yearly editions of the study of maga- 
zine circulation made by a special 
eommittee of the Association of Na- 
tional Advertisers have just been re- 
leased to members of the association. 

The three new studies bring up to 
date similar analyses of publishers 
statements made for 1930 and 1931, 
and include a comparative circulation 
analysis of six leading women’s 
magazines, five national weeklies, 
and five national monthlies. All 
magazines in each group are analyzed 
on the same basis so that they may 
be compared. 

In addition to the actual statistics, 
each study includes several pages 
containing supplementary informa- 
tion and a general discussion of the 
analysis. A new feature this year 
is a set of charts showing circulation 
by issues, fluctuation of the circula- 
tion, and spread between correspond- 
ing issues of the two years under con- 
sideration. 

It is understood that copies of the 
studies may be purchased by non- 
members from the Circulation Com- 
mittee, 300 W. 42nd St., New York. 

The committee under whose direc- 
tion the studies are made was origi- 
nally appointed in November, 1931, 
and functioned under the chairman- 
ship of Paul B. West, at that time 
connected with the National Carbon 
Company, but who has since become 
managing director of the A. N. A. 
Members of the present committee 
are: J. Seward Johnson, Johnson & 
Johnson, Chairman; Ralph Starr 
Butler, General Foods Corporation; 
Felix Lowy, Colgate-Palmolive-Peet 
Company; H. A. Hey, Singer Sewing 
Machine Company; W. E. Loucks, 
California Packing Corporation; 
Stuart Peabody, The Borden Com- 
pany; Claudius G. Pendill, Towle 
Manufacturing Company; Grafton B. 
Perkins, Lever Brothers Company; 
R. F. Rogan, The Procter & Gamble 
Company. 


Brewing Paper 
Founded in ’76 
Plans Comeback 


Chicago, Dec. 29.—Old time brew- 
ers will receive one more bit of tan- 
gible evidence that the good old days 
are not far off with the appearance 
in January of the newest—as well as 
one of the oldest—publications de- 
signed to serve the industry if and 
when it resumes its former status. 

Effective with that issue, The Bev- 
erage Journal, which was published 
as Western Brewer for more than 40 
years prior to prohibition, will revert 
to its former title. 

The publication, which was founded 
to serve the country’s brewers in 
1876, is not only one of the oldest 
Papers in its field, but is also one 
of the oldest business publications 
of any type. It is published by H. S. 
Rich & Co., 431 S. Dearborn St., of 
which H. G. Rich, son of the founder, 
is president. 


Names Representatives 


The Evening Telegram, Rocky 
Mount, North Carolina, has appointed 
Bryant, Griffith & Brunson, Inc., na- 
tional representatives. 


Johansen Joins Peck 


George P. Johansen, formerly with 
Paul Block Associates, has joined 
Peck Distributing Corporation, New 
York, as vice-president in charge of 
Sales. 


Returns to Leslie Paper 


‘H. S. Davis has returned from New 
‘York to his former post as sales pro- 
‘motion manager of John Leslie Paper 
‘Company, Minneapolis. 


Urges Sales Tax 


Governor B. M. Miller of Alabama 
is urging passage of a general sales 
tax at the special session of the state 
legislature called for Jan. 21. 


Tax Aimed at 
Chain Stores 
Declared Void 


Detroit, Mich., Dec. 29.—The chain 
store license law of Hamtramck, 
50,000 population Detroit suburb, has 
been declared unconstitutional by the 
Circuit Court here, which granted the 
Kroger Grocery & Baking Company 
a permanent injunction restraining 
the city from enforcing the ordin- 
ance. 

The ordinance, passed by the Ham- 
tramck council a year ago, provided 
a license fee of $25 annually for an 
individual grocery; where two stores 
were operated by the same owner, $50 
each; where three stores were oper- 
ated by the same owner, $75 each, 
and where four or more stores had 


the same ownership, a fee of $1,000 
each annually. 

The Kroger company, which paid 
$24,000 taxes under the law annually, 
brought suit attacking the constitu- 
tionality of the taxation system. 

The court termed the law “con- 
fiscatory,” and said, “the rights of 
a city to regulate food stores cannot 
under the guise of regulation call for 
unequal and unequitable payments.” 


“Press” Celebrates 


Sheboygan, Wis., Press celebrated 
its 25th anniversary Dec. 17 with the 
publication of a 48-page tabloid roto- 
gravure section and a special pro- 
gram over WHBL. 


Names Paris & Peart 


Canada’s Pride Products Company, 
New York, has named Paris & Peart, 
New York, to direct advertising of 
Johnson’s Milco-Malt. 


PHILLIPS’ JOINS 
BAYER IN COPY 


Cincinnati, O., Dec. 29.—Although 
long recognized by physicians as com- 
panion cures, and frequently pre- 
scribed together, Phillips’ Milk of 
Magnesia and Bayer Aspirin, pro- 
ducts of Sterling Products, Inc., have 
never been advertised jointly until 
this week, when editorial-type copy 
which has been used extensively in 
newspapers for Bayer Aspirin men- 
tioned both products in the same 
paragraph. 

Following the general style of the 
Bayer copy reproduced in the Dec. 17 
issue of ADVERTISING AcGEF, 400-line 
copy this week was personalized with 
a headline giving “Common Sense 


Suggestions to Readers of ” on 
how to fight the flu. The advertisers’ 
products were not mentioned until 
the last paragraph, which read: 

“Don’t dose yourself with a lot of 
medicine. You can alkalinize your 
system against colds with a little 
Phillips’ Milk of Magnesia. If you 
should catch cold, take some Bayer 
Aspirin; . But if you detect any 
sign of flu, or even suspect it, get 
to bed at once and call your phy- 
sician.” 

Thompson Koch Company, Cincin- 
nati, is the agency. 


Terra Cotta Firm 
Re-appoints Wales 


Atlantic Terra Cotta Company, 
New York, has. re-appointed the 
Wales Advertising Company, New 
York after an interval of two years 
with another agency. 

Hallas Kenyon, vice-president, will 
be in charge of the account. 


WHO 


DON’T TAKE 
CHANCES... 
EMPLOY 
THOSE 


Know 


DIRECT TO THE HOME DISTRIBUTION OF 
SAMPLES AND SALES LITERATURE .. . 
SERVICE TO A SINGLE NEIGHBORHOOD 
OR A FULL NATION-WIDE COVERAGE 
TO TWENTY MILLION HOMES... 


by Experience 


MASS PLAN .. . Direct-To-The-Home Distribution of Advertis- 
ing . . . is growing with amazing speed during these times when every 


form of selling is being put to the acid test. 


As a consequence, the distributing business has attracted many new 
and inexperienced persons to enter this highly specialized field . . . 
Their ignorance of proper distributing methods is seriously injuring 
this unequalled method of advertising and selling . . . Among other 
mistakes, boys, who cannot be expected to appreciate the value of 
advertising entrusted to them, are being employed for distributing. 


Adequate results for the advertiser cannot possibly be accomplished 
without intelligent and properly supervised distribution. 


This Association, through its qualified members, provides a guaran- 
teed service to local and national advertisers that is not duplicated by 
any other distributing agency in the United States. And... this 
dependable, organized and experienced service assures results that 


make A.D. A. distributing cost much less. 


Just off the press, our new book, “Mass Plan Advertising Sells 
More at Less Cost,” tells a complete story of vital interest to 


every advertiser. 


Send for Your Copy Today! 


THE ADVERTISING DISTRIBUTORS OF AMERICA 


EXECUTIVE HEADQUARTERS 


1010-1014 ST. CLAIR AVENUE, N.E. 
MAin 0834 


EASTERN OFFICE 
271 Madison Ave. 
New York, N.Y. 
Caledonia 5-0540 


CENTRAL OFFICE 
18-20 East 8th Street 
Chicago, III. 
Harrison 6085 


MAin 0908 


SOUTHERN OFFICE 
1707 Deerwood Ave. 
Louisville, Ky. 
Highland 2546 


CLEVELAND, OHIO 


WESTERN OFFICE 
809 Mission Street 
San Francisco, Calif. 
Exbrook 5753 
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ADVERTISING AGE 


December 31, 1932 


NEW OLDSMOBILE 
COPY BREAKS IN 
TIME FOR SHOW 


Detroit, Mich., Dec. 29.—General 
Motors, which has already presented 
most of its passenger car models for 
1933, will marshal final forces, Jan. 
7, to introduce “two new style lead- 
ers”—the Oldsmobile Six and Eight. 

More than 1,000 newspapers will 
combine with a new radio program, 
featuring George Olsen, Ethel Shutta, 
Gus Van and “Hot Cha” Gardner, 
to present a united front for the 
motor world’s attention on the open- 
ing day of the New York Automobile 
Show. 

Skippy, too, will point his finger at 
Oldsmobile. Via outdoor postings 
in key cities the Percy Crosby 
kid will race at break-neck speed, his 
dog alongside, yelling, “Hey Fellers, 
the New Oldsmobiles are Knock- 
outs!” The poster will be done in 
real cartoon style, and Skippy’s call 
will be ballooned. 


Weeklies to Carry Copy 


The campaign will be accelerated 
with the appearance of “Show” num- 
bers of weekly magazines. Collier's, 
Literary Digest, Time, the New 
Yorker and American Weekly will be 
included. Saturday Evening Post 
will be used first with the Jan. 21 
issue. Monthly magazines, including 
Woman's _Home Companion, Sports- 
man and Fortune, will join with Feb- 
ruary issues. 

Magazine treatment will employ 
distinctive art. Five cars will be 
shown in a maze of mirrors. The 
automobiles will be heralded as 
“Mirrors of Value.” 

The “six” will be referred to as 
“roomier and more powerful”; the 
“eight,” as “larger and more luxur- 
ious.” 

The Oldsmobile campaign to con- 


SKIPPY TURNS AUTOMOBILE SALESMAN 


HEY, FELLERS, 
THE NEW OLDSMOBILES 


ARE KNOCKOUTS! 


sumers was launched Dec. 22, with 
the mailing of 250,000 letters, over 
the signature of R. M. W. Shaw, 
sales manager, to present owners, 
inviting them to see the new models. 
A news-photograph of the first two 
ears off the production line was in- 
cluded. 


Dealers Join Campaign 


Later, on dealer windows, appeared 
posters setting forth “the reason for 
our empty show-room.” 

“America, as usual, has given the 
1932 Oldsmobile a warm, apprecia- 
tive endorsement by already purchas- 
ing the entire year’s production,” the 
poster says. 

“The new 1933 Oldsmobiles—jfive 
new Sixes and Eights of unusual de- 
sign—will be on display here soon. 
Watch for Them!” 

Then a new slogan was introduced, 
“Oldsmobile—the Car That Owners 
Recommend.” 

Besides an extensive series of mail- 
ings, the campaign to the trade will 
include a trade publication schedule, 
embracing Automotive Daily News, 
starting with the Jan. 10 issue, Auto- 
mobile Trade Journal, and Motor, 
starting with January issues, and 
Southern Automotive Journal and 
Motor West. 

Campbell-Ewald Company, Detroit, 
is the agency in charge. 


93.89% Newsstand Sales 


93.89% of the million buyers of Fawcett Women’s Group 
magazines pay cash for their copies every month at the news- 
Stands . . . a real indication of current buying power. 


No forced circulation here! 


It’s a voluntary, alert audience 


- a million younger women who are spending money NOW! 
Reach this cash buying market through Fawcett Women’s Group 


at the very low rate of 


$1.70) per page 

per thousand 
This is indeed the high 
water mark of value in the 


million circulation field. Write 
for all the interesting facts. 


FAWCETT PUBLICATIONS 
Inc. 
General Offices: 
523 S. 7th St, Minneapolis, Minn. 
New Y Los " 
Chicago, oa ra Angeles 


RECOVER FAME, 
SCHLITZ HINTS 


Milwaukee, Wis., Dec. 29.—Schlitz, 
“the beer that made Milwaukee 
famous,” and once the premier beer 
advertiser of the country, has re- 
turned to the advertising fold to as- 
sure the trade that it will wage 
vigorous combat to regain its former 
high estate if that beverage is again 
legalized. 

Although its famous slogan, like 
its product, has been weakened by the 
ravages of prohibition—it’s now “the 
brew that made Milwaukee famous” 
—copy in publications going to 
wholesalers adopts a prophetic tone 
which envisions the day when both 
product and slogan may again burst 
forth in all their pre-prohibition 
glory. 

With a background depicting the 
familiar Schlitz globe coming up over 
the horizon, flanked by a representa- 
tion of the equally familiar brown 
bottle, the advertisement predicts 
that “When the pew day dawns. . 
Schlitz wili still be America’s favorite. 

“For more than 80 years,” the text 
continues, “Schlitz has been an out- 
standing leader in the brewing in- 
dustry . . More people preferred 
Schlitz than any other brand 
Its sales exceeded any other brewery 
in this country. When the new day 
dawns, history will repeat itself 

America’s favorite will al- 
ways be ‘Schlitz—The Brew 
That Made Milwaukee Famous.’ ” 

As a concession to those who may 
be too impatient to wait for the dawn 
of the new day, one paragraph of the 
text is devoted to explaining the 


meri! of Schlitz Vitalized Malt 
Syrup. 
Freeze-Vogel-Crawford, Inc., Mil- 


waukee, is the Schlitz agency. 


“Oldest Radio Program” 
Celebrates 10th Birthday 


Celebrating the tenth anniversary 
of the Caswell coffee program, be- 
lieved to be the oldest continuous 
radio program in the world, a spe- 
cial birthday broadcast was pre- 
sented over the NBC Pacific coast 
network Dec. 21, as a feature of the 
Women’s Magazine of the Air. 

The program was broadcast for the 
first time over KPO in December, 
1922, and has not missed a single 
week since. The anniversary pro- 
gram featured three speakers — 
Joseph F. Quinn, secretary of the 
company; Emil Brisacher, head of 
Emil Brisacher & Staff, who has been 
in charge of the program since its 
inception, and Don E. Gilman, vice- 
president in charge of the Pacific 
division for NBC. 


Brace Joins Agency 


George W. Brace, for seven years 
advertising representative of Furni- 
ture Publishing Company, has joined 
Rich & Risley, Jamestown, N. Y., 
agency, as a partner. The firm’s 
name has been changed to Rich, 
Risley & Brace. 


Weiser Transferred 


John H. Weiser, formerly with the 
Portland, Ore., office of Botsford, 
Constantine & Gardner, has been 
transferred to the agency’s San Fran- 
cisco office. 


Sun-Maid Sales 
Soar as Result 


Of New Package 


Fresno, Cal., Dec. 29.—Following 
successful experiments with the use 
of cellophane bags for raisins in sev- 
eral middle western cities, Sun-Maid 
Raisin Growers Association has de- 
cided to adopt this type of package 
for national use. Two and four-pound 
packages of the product are being 
offered in the new containers. 

Trade acceptance of the new pack- 
age has been so favorable that esti- 
mated packing material requirements 
for six weeks were exhausted in three 
days, the association reports. 


Demand Unusually Heavy 


The new packages were offered in 
selected cities only after several 
years of experiment, earlier attempts 
along this line being abandoned when 
it was found that raisin sugars and 
cellulose combined to cloud the bag, 
which the fruit also tended to scratch 
and crack. By packing its exclusive 
Nectars and Puffed Raisins in cello- 
phane, Sun-Maid has overcome this 
difficulty. 

Introduction of the new package 
has increased year-end demands for 
the product so greatly that the asso- 
ciation reports its major problem 
now to be stepping up production to 
meet increased demands. 


Collins Puts 


Thompson Back 
In Newspapers 


Chicago, Dec. 29.—With a change 
in management which placed William 
M. Collins, of Henrici fame, at the 
helm of the John R. Thompson Com- 
pany, the restaurant chain has insti- 
tuted a Chicago newspaper campaign 
which will shortly be extended to the 


*|35 other cities in which it operates. 


The campaign is made up of fre- 
quent insertions of 300-line copy, in 
a style reminiscent of the recent ad- 
vertising for Gillette Safety Razor 
Company. The restaurant copy con- 


‘| sists of straight text, with plenty of 


white space and a bold signature. 

It is designed, among other things, 
to impress the public so vividly with 
the virtues of Thompson’s Restau- 
rants that they will make them their 
rendezvous in their dinner hours, in- 
stead of regarding them merely as a 
likely spot for a hasty snack. 

The campaign is being placed by 
James W. Egan, who is frank in ex- 
pressing his belief that Mr. Collins 
is the world’s greatest restaurant 
man, though he admits that this is 
covering a lot of ground. Mr. Egan 
was identified with the sensational 
success of Henrici’s Restaurant, 
which he attributes primarily to hav- 
ng a great product to extol. He is 
credited with originating the 
Henrici slogan, “No orchestral din.” 


Parents’ Group 


Aids Study of 
Pantry Stocks 


Cleveland, O., Dec. 29.—As a result 
of the interest created among adver- 
tisers and agencies by the recent sur- 
vey of Cleveland pantries, conducted 
by the Cleveland Press, several other 
Scripps-Howard papers are planning 
similar surveys in their respective 
cities after the first of the year. 

The local study, which consisted of 
a complete report on the types and 
brands of products found in the pan- 
tries of 5,452 Cleveland homes, was 
unique in that it was made with the 
co-operation of the parent-teacher 
association, which was given 30 cents 
for each completely filled blank which 
was returned. 

Showing the actual types of food- 
stuffs and brands purchased by a 
typical two per cent cross-section of 
the market, the study revealed much 
material of interest to food manu- 
facturers. 


ROCKNE ATTACK 
PLANNED TO HIT 
‘MIDDLE CLASS 


Detroit, Mich., Dec. 29.—With copy 
that will attempt to blast the thesis 
that there is a singular low-price 
field in motordom, that will declare 
the so-called low-price bracket is in 
reality made up of two significantly 
different divisions—one in which the 
product has been manufactured to 
sell for price, alone; the other in 
which the automobile has been built 
with quality as prime purpose— 
Rockne Motors Corporation, Jan. 7, 
will dramatically announce its new 
line for 1933. 

Newspapers in approximately 1,000 
cities and Western Union dispatch 
of more than 500,000 telegrams will 
be used in the presentation. 

The telegrams will be delivered to 
territory lists drawn up by individual 
dealers. There will be blanket coy- 
erage of occupied homes in the zones 
selected. 

Signed by the local dealer, the wire 
will say: 

“The 1933 Rockne Six, sponsored 
and guaranteed by Studebaker, is on 
display here for first time today. 
This is the car that swept to suc- 
cess in one year. From nothing to 
eighth place in sales in eight months. 
New Rockne has all same features 
of 1932 Rockne plus larger and lower 
bodies, increased horsepower, new 
aero-dynamic lines, luxurious new 
type upholstery and seat cushions 
and many other quality features. 
This is the car that reached into the 
higher price field for everything but 
price. You, your family and friends 
are cordially invited to come in to 
day and see this marvelous new qual- 
ity car.” 


Appeals to Middle Class 


Three slogans, “The car that swept 
to success in one year,” “the car that 
put quality ahead of price,” the 
car that reaches into the higher price 
field for everything but price,” will 
form the watchwords of the cam- 
paign. 

In messages to the trade, this man- 
ufacturer indicates why the quality 
appeal is being used, because “the 
laboring and ‘white collar’ classes 
and the wealthy classes are temporar- 
ily out of the automobile market. 
Only the great middle class remains. 
But this class still represents—even 
after three years of depression—a 
greater purchasing power than the 
world has ever known in any other 
country.” 

The understood assumption is that 
whereas the former purchasers of 
low-price cars, the “laboring and 
‘white collar’ classes,” were primar- 
ily interested in price; the present 
market, “the great middle class,” is 
fundamentally concerned with qual- 
ity. 

Groundwork for the consumer cam- 
paign is being laid with a trade drive 
which got under way Nov. 15 with 
a broadside mailing of 40,000 to 
every automobile dealer in the United 
States. The company’s sales history 
for 1932 was set forth in a command- 
ing bid for dealers to take up the 
franchise. 


Use Outdoor Showing 


This was followed with a second 
mailing, Dec. 15, announcing the new 
line. The same day the company’s 
house organ, “Rockne Pep,” was sent 
to all company dealers with instruc- 
tions for 10 days of intensive local 
activity. They include window dis- 
plays, “mystery cars,” telephone can- 
vassing, spot radio announcements, 
windshield pluggers, theater tie-ups 
and parades. 

Early in the first quarter an exten- 
sive outdoor posting, placed co-opera- 
tively by dealers, will take its place 
in the year’s program. 

Roche, Williams & Cunnyngham, 
Chicago, is the Rockne agency. J. F. 
Sheldon is advertising manager. 


Discontinues Roto 


Nashville Banner will discontinue 
its Sunday rotogravure section after 
Jan. 1, 1933. 
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December 31, 1932 


ADVERTISING AGE 


An Open Letter to Printers’ Ink from 
Class & Industrial Marketing 


Dear Printers’ Ink: 


On November 10, 1932, you addressed a letter to industrial pub- 
lications in which the following statement was made: 


“One publication competing with Printers? Ink and par- 
ticularly emphatic in claiming merit as a medium for busi- 
ness paper promotion has but 687 net-paid-in-advance 
circulation among manufacturers.” 


If this statement refers to CLass & InpusrRiAL MARKETING, it is 
absolutely untrue. 


Crass & INpusrRiAL MarKETING is a member of the Audit Bureau 
of Circulations, as is Printers’ Ink. The A. B. C. statements contain 
full and complete information regarding the circulations of their 
publisher members. Why was no reference made in your letter to 
A. B. C. figures? Could it have been because the rules of the 
A. B. C. concerning misrepresentation or distortion of A. B. C. re- 
ports are so severe? 


What you did was to take from our statement a single figure, ob- 
viously a clerical error, which has since been corrected by a bulletin 
from the A. B. C., and attempt to apply it to one classification of our 
occupational analysis. We believe that this peculiar method was 
calculated to mislead those to whom your letter was addressed. 


This action was all the more remarkable in view of the information 
you have, showing the results of repeated tests in which the suprem- 
acy of Crass & InpustRiAL MARKETING in its special field has been 
clearly indicated. A typical survey, made by a leading industrial 
publication in the period covered by the A. B. C. report in question, 
and the results of which are in your hands, showed the following 
facts: 

Of the advertisers replying, 70 percent subscribed to Crass & In- 
DUSTRIAL MARKETING, as compared with 59 percent who subscribed 
to Printers’ Ink. The number of those who expressed a preference 
for Crass & InpusTRIAL MARKETING was 33% percent greater than 
for Printers’ Ink. No other publication even approached Crass & 
InpusrriaL MarKETING in either coverage or preference. 


Although this result is in line with previous inquiries on the same 
subject, we consider it of less significance than the figures indicating 
the relative importance of these two publications to the field of 
industrial advertising and marketing from the standpoint of edi- 
torial service. Reader interest in a specialized field depends on the 
extent and value of the information provided for readers of that 
particular kind. 


In 1931, while Crass & InpusrriaL MarKetING was publishing 
456 pages of editorial material dealing with all phases of the subject 
of selling and advertising to industry, Printers’ Ink published ap- 
proximately 38 pages on the same subject. In other words, as a 
source of editorial information in this field, Printers’ Ink is a wholly 
negligible factor. 


In your letter of November 10, you compared the highly specialized 
circulation of Crass & InpusrriaL Marketine, based on an 
exclusive editorial service for manufacturers selling to industry, 
with a claimed circulation of 9472 for Printers’? Ink. As a matter 
of fact, this figure cannot fairly be used as a basis for comparison. 


First, your A. B. C. statement does not anywhere include a figure 
for “manufacturers.” For some strange reason, the phrase, “firms 
who advertise,” is used as a basis for this classification. Of all 
the vague and meaningless terms ever invented to conceal informa- 


tion, “firms who advertise” takes the prize. This term would 
cover anything from a second-hand automobile dealer to the Ford 
Motor Company; and any sort of business from a neighborhood 
grocer to the Campbell Soup Company. To assert that they are 
all manufacturers is to put an undue strain on the credulity of 
advertisers. 


Furthermore, you insist in your letter to industrial publishers that 
you have a very large percentage of manufacturer subscribers who 
are strictly in the industrial field, such as those who sell to machine 
shops, the construction industry, etc. Now, as we both know, the 
industrial advertiser is of interest, as a prospective buyer of space, to 
a limited class of publications—those in the industrial field—be- 
cause they are his natural mediums. He is seldom a prospect for 
newspapers or magazines, because of the restricted and specialized 
character of his markets. 


In view of the desirability of supplying real facts, instead of 
vague generalities, Printers’ Ink, why did you not tell the industrial 
publishers to whom your letter was sent the exact number of manu- 
facturers selling to industry whose names are on your subscription 
list? We know the figure was not 9,000. Just what was it? 4,000? 
2,000? 1,000? Whenever you are able and willing to publish that 
figure, we invite you to compare it with the circulation of Crass & 
InpusTRIAL MARKETING. 


Industrial publishers would no doubt be somewhat interested in 
having such an analysis of your circulation, and perhaps the newspa- 
pers and magazines, to whom your total of 9,472 may have been pre- 
sented by enthusiastic advertising salesmen as circulation exclusively 
in the national advertising field, would be interested also. 


In fact, Printers’ Ink, since some of your friends credit you with a 
substantial circulation to retailers and other distributors, we take the 
liberty of suggesting that your next A. B. C. statement include a 
break-down of this somewhat comical “firms-who-advertise” classi- 
fication into the following three: 


1. General advertisers 
2. Industrial advertisers 
3. Local advertisers 


With a statement of this kind, your advertising representatives could 
present to publishers interested in national advertisers a net figure 
showing just how much circulation you have in that group, and 
similarly with reference to the industrial and local fields. Certainly 
your present method of classifying your circulation is open to grave 
abuses. 


For nearly seventeen years Crass & InpusTRIAL MarKETING 
has been giving its best efforts to the field of industrial adver- 
tising and marketing, and this is the first time we have ever replied 
to competitive attacks of the kind contained in your letter of Novem- 
ber 10. Our time and energy have been fully absorbed in pub- 
lishing the best possible magazine for the advertisers, agencies and 
publishers in our field. 


We regret the necessity of having to make a detailed reply to your 
attack; but in view of its misrepresentations, direct and implied, 
no other course seemed to be open to us, in fairness to ourselves 
and our advertisers. 


Sincerely, 


CLASS & INDUSTRIAL MARKETING. 


Chicago, December 28, 1932. 
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NORMAN E. MACK 
IS DEAD AT 74 


Buffalo, N. Y., Dec. 26.—Norman E. 
Mack, founder and for 50 years pub- 
lisher of Buffalo Times, and long a 
power in the Democratic party, died 
at his home here early this morning 
after a brief illness. He was 74 years 
old. 

Mr. Mack entered the newspaper 
business when 20 years old with the 
establishment of Chautauqua Lake 
Gazette, Jamestown, N. Y., in 1878. 
Selling out his interest in this pub- 
lication the following year, he moved 
to Buffalo, and with the help of 
$2,500 of borrowed money, founded 
the Sunday Times, which became a 
morning daily in 1883, and was 
changed to an evening paper in 1885. 

He remained as active head of this 
publication until four years ago, 
when the paper he had started with 
$2,500 was sold to the Scripps-How- 
ard interests for a reported $5,000,000. 

Mr. Mack’s activities in the pub- 
lishing field were mainly in the busi- 
ness end, but he required his editors 
to get out a paper which entertained 
as well as instructed, and he is cred- 
ited with pioneering in the publica- 
tion of features, colored supplements, 
comic strips, serials and short stories. 

Although he considered himself 
primarily a newspaperman, much of 
his time and energy was devoted to 
Politics. He was a delegate to the 
Democratic convention of 1892, and 
for 32 consecutive years, until his 
retirement this year, had been Demo- 
cratic national committeeman from 
New York. 


Dreyfuss to Lecture 


Henry Dreyfuss. industrial de- 
signer and consultant, will give four 
Monday evening lectures on design 
as applied to industry at the New 
School for Social Research, 66 W. 
12th St., New York. 


Rimsa Starts Service 
IF. F. Rimsa, formerly vice-presi- 
dent in charge of the St. Louis office 
of Advertising Agencies Forei gn 
Language Service, Inc., has started a 
foreign language advertising service 
at 427 Victoria Bldg., St. Louis. 


CINCINNATI PAPER HAS NEW HOME 


Henry D. Sharpe Heads 
New England Council 


Henry D. Sharpe, president and 
treasurer, Browne & Sharpe Manufac- 
turing Company, Providence, R. I., 
and vice-president, Providence Gas 
Company, has been elected president 
of the New England Council. 

Mr. Sharpe is also president of 
Puritan Life Insurance Company and 
a director of New England Telephone 
& Telegraph Company, Boston, and 
recently completed his fourth term as 
director of the U. S. Chamber of 
Commerce. 


Stoddart’s New York 


Alexander Stoddart is leaving the 
research and publicity department of 
General Outdoor Advertising Com- 
pany, New York, Jan. 1, to become 
director of market research for Brom- 
iley-Ross, Inc., New York. 


he’d 


low who has 


smile!’ You 


If only 


CRACK A SMILE! 


When you go in to sell that fel- 


being ‘‘a serious-minded citizen”’ 
—oh, boy!—that’s one of life’s 
dark moments! If only he’d crack 
a smile, how much easier you 
could get an order! 


LIFE says, ‘‘Market your prod- 
uct with a chuckle—sell it with a 


wise-cracking copy or a funny 
layout—but place your advertis- 
ing before an enjoyment-minded 
audience such as LIFE offers you. 
It actually works—try it! 


Lif’e 


60 East 42nd Street, New York 


the reputation of 


don’t have to use 


““Times-Star’’ to 


Occupy Splendid 
New Home Jan. 2 


Cincinnati, O., Dec. 29.—The Cin- 
cinnati Times-Star will be published 
in its magnificent new plant at 
Broadway and Eighth streets, which 
has been under construction for the 
past 18 months, beginning with the 
issue of Jan. 2. 

The ertire publishing organization, 
including equipment and personnel, 
will be moved from the present build- 
ing beginning New Year’s Eve, and 
continuing on Sunday, Jan. 1. 

The new plant is regarded as one 
of the finest in the country. It has 
its own freight siding, enabling paper 
to be delivered directly into the press- 
room, and employs mechanical han- 
dling devices to great effect in speed- 
ing up production and the delivery 
of newspapers to the mailing-room. 

The structure, which is built of 
steel and Indiana limestone, rises to 
a height of 17 stories. The upper 
floors of the Times-Star Tower will 
be used for office purposes. 

The Times-Star, which is 93 years 
old, is headed by Hulbert Taft as edi- 
tor and publisher. C. H. Rembold is 
general manager, and George Fries, 
assistant general manager and busi- 
ness manager. 


“Bradstreet’s” to Issue 


Annual Review Number 


The Annual Business Year Number 
and Review of Business Statistics of 
Bradstreet’s Weekly, New York, will 
appear Jan. 14. 

The issue will include complete 
economic and commercial reviews 
and digests covering business history 
for the past 12 months, and where 
figures are available, for the past ten 
years. 


Fiction Magazines 
Suspend Publication 


Fiction House, Inc., New York, pub- 
lisher of 12 magazines in the “pulp 
paper” field. has suspénded publica- 
tion until the competitive situation 
“rights itself.” 

The group includes Aces, Action 
Stories, Action Novels, Air Stories, 
Detective Book, Detective Classics, 
Fight Stories, Frontier Stories, 
Lariat, Love Romances, North-West 
Stories and Wings. 


To Have Own Sales Force 


At the close of the spring selling 
campaign, Dunn Worsted Company, 
Woonsocket, R. I., will open its own 
sales offices, discontinuing the prac- 
tice of selling through Battey, Trull 
& Co., New York, the firm’s selling 
division for 35 years. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


WANTED — MARKET FOR MY 
SERVICES. Former assistant adver- 
tising manager farm implement com- 
pany. Also agency and newspaper 
experience. I’m 25, a college gradu- 
ate, and specialize in copy and sales 
promotion. Box 174, ADVERTISING 
Acr, Chicago. 


Secretary-typist; young, educated, 
background; advertising enthusiast; 
loyal, resourceful, creative; experi- 
enced research, copy, radio, media 
departments; switchboard _ relief; 
general office routine; New York. 
Box 173, ADVERTISING AGE, Chicago. 


CHICAGO ADVERTISING POSI- 
TION WANTED by agreeably person- 
able young woman possessing factual 
but bombastically imaginative mind. 
Preparation: University, travel, ob- 
servation. Results: Chicago agency, 
home economics, radio, intensive sell- 
ing, free-lancing, poet, author. Box 
171, ApverTIsSING AGE, Chicago. 


Eight years experience. Two large 
agencies. Assistant advertising man- 
ager paints, automobiles, shoes. Good 
references, habits, schooling. Age 26. 
Samples of work if requested. Can 
go anywhere. Box 172, AbpvVERTISING 
Acr, Chicago. 


Advertising production man—four 
and one-half years with leading New 
York agencies, also one year and a 
half with engraving shop and com- 


Reichert Is Sales Manager 


E. B. Reichert has been appointed 
sales manager of the direct mail di- 
vision of the recently consolidated 
Mulford-Voelker Press, Inc., and the 
Mulford Company, both of Detroit. 


Names Williams Agency 


Advertising of Bowker - Hamblin 
Tire Company has been placed with 
Otis Carl Williams Advertising 
Agency, Worcester, Mass. 


Daily Gives Discounts 

St. Paul, Minn., News will give re. 
bates ranging upward from two per. 
cent for 10,000 lines to advertisers 
using large schedules, effective Jan. 1, 


THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily 208,243 Sunday 
A. B. C. 


@ In lowa there are sixty-three 
wholesale houses strategically 
located and 7,114 retail food 
stores near the homes of 
635,704 families. Yes, lowans 
are still eating and this state 
wide appetite can be reached 
through the state wide circu- 
lation of The Register and 
Tribune. Use this newspaper 
to set Iowa's tables with your 
food products. 


CHow to Select and Register a 


TRADE MARK 


also HOW TO OBTAIN a 


PATENT 


Is Explained in my 
FREE BOOK 
Write to.. 


Clarence A.O'Brien 


Registered Patent Attorney 


copy- 
OR RIGHT 


positor. Salary secondary. Frank | 523A ADAMS BLDG. WASHINGTON.OC. 
Mullen, 1216 Nelson Ave., Bronx, 
| ae A 

SALESMAN, high type, proven 


producer. 


Possess entree, 


merit. 
ant sales-manager. 


Brooklyn. 


Traveled country past five 
years selling to executives and banks 
—advertising also statistical service. 
thorough business 
training—initiative, adaptability. Can 
close sales, wishes to represent qual- 
ity product or service of established 
Could fulfill duties of assist- 
Age 32. Nominal 
salary plus commission arrangement. 
Robert T. Weiss, 354 Hancock St., 


AFriendly 
WoOmce oc es 


Some advertising 
messages require bar- 
itone; others a gentle 


DIRECT MAIL—College graduate, 
age 27, advertising and art training. 
Have produced profitable direct mail 
campaigns, including ideas, layouts 
Experience—Advertising 
Production Manager of internation- 
direct 
Box 178, Ap- 


and copy. 


ally known manufacturer; 
mail agency; printer. 
VERTISING AGE, Chicago. 


soprano. Type is the 
tone of voice. But 
always the message 
must be pleasing and 


SEASONED ADVERTISING-MER- 
CHANDISING EXECUTIVE who has 
directed the efforts of a national 
food manufacturer is available. Know 
Best . of 
Box 177, ADVERTISING 


distributions and markets. 
references. 
AGE, Chicago. 


easy to understand. 
Pittsford specializes 
in setting advertise- 


YOUNG MAN, 24, five and one-half 
years agency experience, Chicago and 
New York. Have traffic, production 
and purchasing agent knowledge. In- 
terested in agency or publication 
connection anywhere. Destitute. Box 


175, ADVERTISING AGE, Chicago. 


ments that the reader 
can “get” without 
apparent effort. 


INVESTIGATE THIS MAN! 


Nine years intensive advertising 
and merchandising experience, three 
six as ad- 
firms. 
Thoroughly familiar copy, planning, 
radio, marketing, 28 years old, mar- 
ried, well educated. Box 176, ADVER- 


as agency executive, 
vertising manager national 


TISING AGE, Chicago. 


BEN C. PITTSFORD CO. 


A dvertising 
T ypographers 


605 South Clark Street - Chicago 


INDUSTRIAL ADVERTISING and 
Ten 
years with agency and two manufac- 
advertise- 
ments, direct mail, sales letters, cata- 
logs, ete., on wide variety of pro- 
Box 


sales promotion man, age 32. 


turers. Have written 


ducts. Best recommendations. 
179, ADVERTISING AGE, Chicago. 
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John T. Murphy Dead 


John T. Murphy, publisher of Su- 
perior, Wis., Evening Telegram and 
the Chippewa Falls Herald-Telegram, 
and part owner of Manitowoc Herald- 
Times and Lafayette, La., Daily Ad- 
vertiser, died recently. He was 72 
years old. 


Start Steamship Paper 


Agents’ Official Steamship Guide 
has begun publication at 681 Market 
St. San Francisco. Oliver Rain- 
pridge is president and general man- 
ager, and Frank E. Short is adver- 
tising manager. 


James Higgs Honored 


James H. Higgs, vice-president of 
Ehlinger & Higgs, Inc., St. Louis, has 
been appointed an honorary colonel 
on the staff of Governor-elect Guy B. 
Park of Missouri. 


DIRECT TO THE 


in 1933 


1933 will be a year of ad- 
justment. Either . business 
will adjust itself to new 
established values or values 
will rise to former position. 
We believe that business 
will have to make the ad- 
justment and suggest that 
Direct to the Home 
distribution of adver- 
tising is a new value 
not to be overlooked. 
People are buying from 
advertising matter de- 
livered to their home. 
We cover metropolitan 
Chicago. 


BIG 4 ADVERTISING 


+ CARRIERS 
20 EAST 8ST. CHICAGO 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 


The largest 


p hoto- -engrav- 
ing organization 
in chicago...... 

makers of 
fine printing 
plates in black 
or colors...... 


NGRAVING COMPAN 


817 W.WASHINGTON BLVD. 
PHONE MONROE 7O8O 


NEW MARKETING 
ERA FORECAST 
AT A. M.S. MEET 


(Continued from Page 1) 


analyze carefully their sales costs. 
This involves analysis of cost by 
commodity handled, by size of order, 
and by customer. A few manufac- 
turers and wholesalers who have an- 
alyzed their costs in this way found 
that they were filling many small 
orders on which they were suffering 
losses, and that they were having 
their salesmen call on many small 
and unprofitable customers. Such 
analysis is the basis of selective sell- 
ing, which will become more and 
more the rule in the future, and this 
will have a salutary influence on mar- 
keting costs.” 


Discussing “Today’s Challenge to 
Management,” Harry A. Hopf, presi- 
dent of the Association of Consulting 
Management Engineers, New York, 
contended that management faces a 
number of problems which have 
reached unusual prominence due to 
the changes which came about the 
past few years. 

Basing his address on acceptance 
of the theory that capitalism and the 
present system of private profits will 
continue indefinitely, Mr. Hopf as- 
serted that: 

“Meeting the challenge of the day 
involves readjustment of many poli- 
cies, practices and points of view. 
It is predicated upon willingness to 
discard time-worn theories and 
methods adhered to simply because 
they used to work. It calls for lib- 
eral use of that neglected piece of 
furniture, the waste basket. In short, 
it means building on a foundation of 
fact rather than fancy, living in a 
world of realities rather than of 
hopes. 

“The way out of our present situa- 
tion will have to begin with a gen- 
eral reduction in the customary re- 
turn to capital on its fixed invest- 
ment, combined with increased utili- 
zation of a more moderate plant ca- 
pacity; it will have to include a 
thorough tuning-up of management 
methods, particularly with respect to 
distribution; it will have to comprise 
a new concept of labor relations, with 
shorter working periods, relatively 
higher earnings, and adequate provi- 
sion for unemployment and retire- 
ment funds; it will have to lead to- 
ward increased cooperation between 
producer and consumer, between em- 
ployer and employe, between vendor 
and purchaser, between company and 
company, between industry and in- 
dustry, and finally, between business 
and government.” 


Seeks Controlled Conditions 


With respect to management's re- 
sponsibility to the consumer, Mr. 
Hopf said it is “to ascertain what he 
wants, how much he can use, what he 
can afford to pay for it, and then, 
under controlled conditions, to manu- 
facture quality goods and to dis- 
tribute them to him at reasonable 
prices.” 

The presidential address of Paul 
T. Cherington, which was given at 
the Monday evening session, is re- 
ported in detail elsewhere in this 
issue. 

Six speakers engaged in the sympo- 
sium which followed the opening of 
the session. They were Frederick B. 
Heitkamp, general sales manager, 
Cincinnati Milling Machine Company, 
Cincinnati; D. M. Strickland, Ameri- 
ean Rolling Mills Company, Middle- 
town, 0.; W. H. Hodge, Byllesby En- 
gineering and Management Corpora- 
tion, Chicago; Dr. L. S. Lyon, Brook- 
ings Institution, Washington; 
Wheeler MecMiller, Country Life, New 
York, and Mrs. Edith McClure Pat- 
terson, Dayton, who presented the 
consumer’s viewpoint. 

“Our task is to meet a growing de- 
mand for more intelligent and more 
efficient merchandising,” declared 
Mr. Strickland, adding that “a human 
being is not a machine, therefore the 
sales planner can build man power no 
faster than the average capacity of 
the individuals chosen for the task. 


You can’t feed him raw materials in 
the form of data, sales manuals and 
canned ideas and expect to turn out a 
uniform product. Telling as a 
method of man-control must be re- 
placed with showing. 


“Those who sell through other 
people must learn to accept the re- 
sponsibility of helping to open new 
outlets, new uses and new services 
for the ultimate consumer. Every 
man in the current of our distribu- 
tion channel must become more 
capable and better able to do his full 
part in placing finished merchandise 
in the hands of satisfied users, 
promptly, efficiently and at a mini- 
mum of distribution costs.” 


“Too Much Competition” 


Speaking at the opening of the first 
afternoon session, L. H. Bronson, 
Bronson and Townsend, New Haven, 
Conn., said that distribution has 
recognized for a long time that there 
was too much competition. 


“Competition, however, is some- 
thing I believe American business 
needs, but not that which is uneco- 
nomic and which makes for unneces- 
sary wastes. It is now becoming an 
accepted fact that the competition 
which needs to be eliminated is that 
which, in an effort to get too much 
distribution, makes use of too many 
distributors from within trade areas. 
Competition from within trade areas, 
unless reasonably well controlled, 
generally results in an economic loss 
and it is for that reason that there 
is gradually developing the thought 
that some plan of selective or con- 
trolled distribution must be devel- 
oped for the good of the future,” he 
declared. 


H. S. Ames of Mearick Ames, Inc., 
Dayton, read a statement for P. A. 
O’Connell, president of E. T. Slattery 
Company, Boston, and president of 
National Retail Dry Goods Associa- 
tion, in which quality selling was 
stressed. In part the statement read: 


“Quality is the stuff of which busi- 
ness stability and economic pros- 
perity are made, because it forms 
the basis on which public confidence 
can be built. Certainly the problem 
of restoring consumer confidence is 
squarely up to us as merchants and 
manufacturers, and the means by 
which we can accomplish this step to 
prosperity is quality. 

“Any concern that is depending on 
a big rise in the tide of commodity 
prices to float an excessive overhead 
is banking on something that not 
only is uncertain but is even un- 
likely. We can make money on a 
low price level when we are adjusted 
to it, the same as we did 20 years ago 
when the general price level was 
about the same as it is today.” 

Cooperation between manufac- 
turers and distributors was urged by 
Paul S. Willis, president Associated 
Grocery Manufacturers of America. 
“No one factor or group has the 
power to destroy other factors or 
groups without its own acts insuring 
self-destruction. No one with a shred 
of respect for this country and the 
welfare of the people, or for the 
standards of ethics and conduct 
which are the result of whatever 
civilization we have, can countenance 
destructive tactics,” he said. 


Asks New Products 


In outlining his attitude on mar- 
keting, Gordon Lang, vice-president 
of Spaulding-Gorham, Inc., Chicago, 
urged the designing of new mer- 
chandise; and building the newly de- 
signed quality merchandise to sell at 
a price that will impress the con- 
sumer as an exceptional value. 

“In our retail store we have our 
own factories, but we also buy from 
many manufacturers,” he said. “I 
noticed during the last three months 
that buyers, even with good sized in- 
ventories already in their depart- 
ments, invariably purchased mer- 
chandise that was of new design and 
of such fine quality that its price 
made it a very exceptional value. 
Also, this was the merchandise the 
consumer purchased over the counter 
in December. The old merchandise 
would not move unless it was dras- 
tically reduced.” 

A partnership of good will and 
mutual interest was the description 
given the new marketing ideas of 
Henry King, president of King Dobbs 
Company, Chattanooga, and past 


president of the Wholesale Grocers 
Association of America. 

He pointed out that in the past, 
the common distribution channel in- 
cluded the manufacturer, the whole- 
saler and the retailer operating as 
separate interests and often in con- 
flict. The “new order,” as he ex- 
pressed it, should be the manufac- 
turer, the wholesale supply house, 
and the retailer, working as integral 
parts for the one purpose of rational 
distribution. | 


Would End Abuses 


“Such a relationship may not be 
much short of a partnership—not a 
partnership of capital but one of 
good will and mutual interest. Per- 
formance on this basis will do much 
to cure many of the evil practices 
which are now prevalent in trade 
such as general price-cutting, loss 
leaders and the ‘footballing’ of well 
known products, resulting in many 


important commodities riding] | 


through distribution channels as 
‘deadheads,’”’ he asserted. 

Other discussion groups planned by 
lines of business and major interests 
were led by Sidney Carter, Rice Stix 
Company, St. Louis; Wm. H. Lough, 
Trade-Ways, Inc., New York; Stephen 
I. Miller, R. G. Dun & Company, New 
York, and Mr. Weld. 

The meeting of the society was 
held here at this time to enable many 
of its members to go to Cincinnati 
to attend meetings of the American 
Economic Association, the National 
Association of Teachers of Market- 
ing and Advertising, and other asso- 
ciations which are holding confer- 
ences there the last of this week. 

In addition to the election of Mr. 
Weld as president of the Society, 
succeeding Paul T. Cherington, 
Nathaniel W. Barnes was reelected 
secretary. Other officials will be 
chosen following revision of the 


Society’s constitution. 


Succeeds Miss Pfister 


Myrtle Schuster, formerly on the 
staff of “Fashions of the Hour,” Mar- 
shall Field & Co. house organ, has 
been named secretary of Chicago Ad- 
vertising Council, succeeding Doro- 
thea Pfister, who resigned to be 
married. Miss Schuster will assume 
her new duties Jan. 3. 


Introduces 5-Day Bill 


A bill to make the shipment in 
interstate commerce of commodities 
produced or manufactured by per- 
sons working more than six hours a 
day or five days a week illegal, has 
been introduced into the Senate by 
Senator Black of Alabama. 


Pioneer Matias Kraff 


Pioneer Investment Company, St. 
Paul, Minn., has placed its account| 
with Kraff Advertising Agency, Min | 
neapolis. Newspapers will be used 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions: 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 
Chicago 


engravings gee tonite 
the RereteWtlecs: corel 
process job. And it has 
paid. By constant alle- 
giance to this one idea, 


engravings ed we 
costs to such a point, 
that it is our sincere be- 
lief that here you can 
buy more quality for your 
dollar, than anywhere 
else. A phone call will 
bring a representative, 
with facts, no obligation 


reminded us that we have custo- 
mers’ in some seventeen other 
states, from Arizona to. New York. 
So we add: “O. K. America and 
thanks te the forty-eight states,” 
which ought to cover the field. 


THE PHOTO 
ENGRAVERS 


INCORPORATED 
417 NORTH STATE STREET 


HICA ILLINOIS 


TELEPHONE SUPERIOR 6716 
* | : | : . : 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


UNIQUE PHOTOGRAPHY FQB REFRIGERATORS 


Grigsby-Grunow Company has photographed each model in its new 

Majestic refrigerator line in this manner, the motif of each view 

being some feature represented in the model. This one depicts 

health. The photography, done by Rosenow Company, Chicago, is 

noteworthy in that the shadow effect is accomplished by straight 
photography, and not by retouching. 


WHEN A PHOTOGRAPHER SEEKS AMUSEMENT 


John Paul Pennybaker of Underwood & Underwood, Chicago, got 
this unusual effect for a holiday card by a little experimenting. It 
suggests new fields for photography. 


SELECTIVE SERVICE ADVERTISING GROUP MEETS 


Members of the advertising group of the War De partment held a joint session with other Selective 
Service men in Washington, during the two weeks ending Dec. 18, under the direction of Brigadier 
General Andrew Moses. 


rever 
and ever.. 


f ar a =. -A ‘ 
= a PSs ‘ : — E >. a 
este ewe : Al Lee Bee SS fe 


This initial 24-sheet poster in Lucky Strike's 1933 drive was painted by Howard Chandler Christy, 
noted illustrator and portrait painter, and represents his first work for the outdoor industry. Bromily- 
Ross, New York, induced the artist to enter this field. 


These new models of Oldsmobile, which will be officially introduced at the New York Auto Show, have } 
already been presented to thousands by mail. : 


This three-dimension folder, de- 
signed by Pryor Press for J. P. 
Smith Shoe Company, Chicago, 
found much favor with retailers. 


Rockne Motors used this illustration in literature to dealers, to point 
out the "middle class" market the company's 1933 line will serve. 
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